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ARIZONA—Codd Advertising Service, 16 North Scott St., Tucson. 
Include Tucson in your next campaign. 


COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. 
Columbus and a radius of fifty miles. 


Covers 





AUSTIN, TEXAS—Livingston Display Service, 205% W. Sixth St. 





BUFFALO, N. Y.—Windo-Craft Display Service, Inc., 376-378 Pearl 
St., Buffalo, N. Y. Branch offices in Rochester, Syracuse, Albany, 
Utica, Poughkeepsie, Binghamton, and Erie, Pa. 





HUNTINGTON, W. VA.—West Virginia Advertising Co., Union 
Bank Bldg. A modern service that satisfies its clients. A trial will 
convince you. 





LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





BUFFALO AND VICINITY—Victory Sign and Display Studios, 
39 W. Chippewa St. First-class window installation service at reason- 
able rates. Large and reliable. Satisfaction guaranteed. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico St., 
Los Angeles, and 869 Folsom St., San Francisco. Branch offices and 
warehouses at Oakland, Fresno, Sacramento and San Diego. 





CHICAGO, ILL.—Fisher Display Service, Inc., 560 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs. exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, John Sanders, General Manager. A modern 
display organization covering Chicago and suburbs completely. Estab- 
lished 14 years ago. 








NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install ‘‘merchandised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 
“‘Merchandised Window Displays.” 





NEW ORLEANS, LA.—I. L. Lyons & Co., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 








NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd. 














CINCINNATI. 


WINDOW DISPLAY 
INSTALLATIONS FOR 
NATIONAL ADVERTISERS 


CINCINNATI DISPLAY SERVICE 


Walter G. Vosler 





























519 MAIN STREET CINCINNATI, OHIO 








CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 





CLEVELAND, OHIO—Modernistic Adv. Service, 3288 Kildare Rd., 
Cleveland Heights. Window installations that sell goods and house- 
to-house advertising distributors. A responsible coverzge of the 
Cleveland market. 





CODY, WYO.—Headquarters of The Sherwood Display Service, 
catering to national advertisers who desire better installations in 
Montana and Wyoming. 








PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware. Write for a list 
of satisfied clients. 





PITTSBURGH, PA.—Arcee Vee Display Service, 109 De Sota 
Street. Covering Western Pennsylvania, Eastern Ohio, Northern 
West Virginia. Quality and service that satisfies. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St. 
Write L. M. McMahon for data concerning southern New England 
territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





ROANOKE, VA.—Roanoke Window Display Service, Box 1146. 





SEATTLE AND WESTERN WASHINGTON—Wind-O-Display Serv- 
ice. A. H. Olson, Manager. A reliable and established display service. 





STAUNTON, VA.—Frank B. Holt, Advertising and Display. Sat- 
isfactory service for Western Virginia. Write for map. 
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“DURING THESE YEARS 
OF STRESS AND STRAIN 
GOOD DISPLAY HAS BE- 
COME INCREASINGLY IM- 
PORTANT AS A_ DIRECT 
MEANS OF SELLING GOODS, 
AND PROGRESSIVE STORES 
ARE GIVING MORE TIME 
AND ATTENTION TO BOTH 
INTERIOR AND WINDOW 
DISPLAYS TS A _ DIRECT 
MEANS OF INCREASING 
VOLUME.—F. McL. RADFORD. 





COVER 


We are very happy to present an Edward S. Arkow, 
Oppenheim, Collins’, display on our cover. In speaking 
of his display Arkow writes: “The background is done 
in modified French modern architecture, where curved 
panels are superimposed over each other. The color is a 
pinky biege; the material, washable sanitos. The mould- 
ing along the top is metal ply-wire in copper. The cur- 
tain in the illuminated cove is made of copper ravolite, a 
new material that drapes beautifully. The platforms of 
white satin lustre follow the curves of the background 
formation. The window floor-is of reddish brown linoleum 
with fluted border of chromium, The new valance is also 
covered in copper ravolite, giving a stunning ‘ensemble’ 
effect to the display composition. The gold hoop, symbolic 
of the wedding ring around the bride, received outstanding 
acclaim from the public.” 
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Our American Legion Displays 
..By Malcolm J. B. Tennent 


Barker Bros. Stage Dramatic 
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..By Helen Weigel Brown 


Display Needs a Yardstick.... 
Prey: By W. L. Stensgaard 
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THE FINEST BOOK ON WINDOW DISPLAY 
EVER PUBLISHED ANYWHERE 


Feeceeeeaeeeeeueeeeeeeoeeeeeeeee) 
§ DISPLAY WORLD, Cincinnati, Ohio & 
; [] Enclosed find $5.00, for which send a copy of 
WINDOW DISPLAY MANUAL, postpaid. 
a {| Enclosed find $7.00, for which send me a copy g 
a of WINDOW DISPLAY MANUAL, postpaid, 8 
8 and enter (or extend) my subscription to / 
' DISPLAY WORLD for one year. (Foreign 8 
4 and Canada, $8.00.) é 


TT Iretttstfteteefeteftertiteteeéeistieiiettsehetefhtethetteteelee. 


Thirty-two Chapters—Over 450 Illustrations 
$ 5.00 Postpaid 


The Display Publishing Co., Cincinnati, O. 
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Why All Displaymen should 
Join the 1.A.D.M. 


By EDWARD J. SHERMAN 


Vice-President, I. A. D. M., Region No. 6 


Kennedy Clothing Company, Boston, Mass. 


Every displayman should join the I, A. 
D. M. because the I. A. D. M. is the only 
organization that bands the displaymen to- 
gether to truly represent our profession. 

The last few years have shown us many 
reasons why the display profession should 
be organized by displaymen, for display- 
men. The first of these was the NRA. We 
learned during this time that unless we had 
a representative organization, we were still 
the old “window trimmers” of ancient his- 
tory. We were not professionals, not ar- 
tists, not display managers, not anything 
that could be placed in the scheme of the 
great leaders of this country. 

In this re-organization, one of the first 
cuestions that the average displayman throws 
at the I. A. D. M. representative is “What 
has the I. A. D. M. ever done for me?” 
Here’s one reason why you should join, and 
I sincerely hope that none of the members 
who are reading this article will ever have 
occasion to use this service. There has al- 
ready been developed an employment bureau 
for members, which will assist worthy un- 
employed displaymen to secure positions. 

Now, Mr. Displayman, we are going much 
further with our re-organization. At head- 
quarters, we are collecting and sorting data 
from all over the country for each particular 
line of display work. Needless to say, this 
will be of immeasurable value to all dis- 
playmen. Naturally, there is some particular 
line of display work that you specialize in, 
and all the data that can be secured from 
all points of this country is at your com- 
mand. Think that one over. 

Here’s another one—the convention. If 
your employer sends you to a convention, 
and you cannot go back to him and prove to 
him how much good it did him by helping 
you, then you are no displayman. If you 
cannot go back to your employer and assure 
tim that you have received a great deal of 
knowledge and inspiration by associating 
with the leading displaymen of the country, 
then you are no true displayman. If you 
can’t show him at least a few ideas that will 


increase his sales, then you are no true 
displayman. And if you go to a convention 
and don’t feel that you have learned a lot 
about your profession both as to its greater 
uses for increased selling and as to respect 
for your brother displayman, then you should 
never call yourself a displayman. 

There never will be a better opportunity 
than the opportunity we have now to 
strengthen our organization. Look at the 
rames of the displaymen from one end of 
the country to the other who are putting 
their efforts into this drive to increase the 
membership of the I. A. D. M. These are 
individuals who have gone a long way in 
their profession. And these are men who 
know better than anyone else that with the 
aid of a more progressive organization than 
the old I. A. D. M.., they would have reached 
higher places in their chosen work. 

Mr. Average Displayman., did you ever 
stop to think what it would cost to hire 
the services of this body of men who at 
present are giving their efforts to the I. A. 
D. M. reorganization? Well, take my ad- 
vice and don’t—skip it. But don’t skip this— 
that vou can have the benefit of all their 
experience, all their knowledge of display 
work by becoming a member of our asso- 
ciation. Most of these men have reached 
positions such as the younger displaymen 
look forward to having some day, and most 
of these men are the ones who will benefit 
the least by this association—yet they are 
big enough to realize that if their chosen 
profession is not to be swallowed up, that 
if displav is to attain the position that dis- 
play rightfully deserves, then they must have 
an organization that will carry on when 
they have retired. 

Mark this Mr. Average Displayman, you 
are the one that needs the I. A. D. M. to- 
day. Such men as those to whom I have 
referred who are giving the value of their 
experience to the I. A. D. M., are made. 
You are coming along. They wish to extend 
a helping hand to you, and don’t make the 
mistake of not accepting it. 


Every displayman should be proud to be 
a member of the I. A. D. M. You owe it 
to your employer, because your association 
with the I. A. D. M. will make you a better 
displayman; and you owe it to your pro- 
fession, and to yourself, because it will raise 
the standard of our profession and promote 
a better feeling among the displaymen of 
ihe country. This is important, because to- 
day our profession has been lost in the maze 
of other lines of industry connected with 
selling, and when you stop to think that 
proven statistics show 87 per cent of retail 
sales are influenced through sight, then our 
profession should certainly command the 
respect and attention of every manufacturer, 
dealer, or merchant connected with retail 
sales. 

I feel absolutely confident that before the 
August, 1934 convention the I. A. D. M. will 
have close to one thousand paid-up mem- 
bers, and most of these men will be perfectly 
willing to extend to the beginner a helping 
hand, and pass along the information and 
knowledge that they have gained through 
toil and experience, as other professional 
men have always done. 

It is only a short time ago that the whole 
country called for a “New Deal” and got it; 
but the only way it was accomplished was 
by throwing away the hammers and every 
ene doing their part, and the same thing 
holds good for our profession. Wake up, 
Mr. Displayman! We have drifted a long 
way off our course. Much time has been 
wasted in petty jealousies and arguments, 
but now that the display profession is as- 
sured of progressive, intelligent leadership, 
the possibilities of corstructive helpfulness 
from the I. A. D. M. become more certain. 

Don’t forget, the I. A. D. M. needs the sup- 


port of every displayman today. A year- 


from today it will be a different story. You 
will be the one who needs that assistance, 
and it will be forthcoming to all displaymen 
who have kept the Tenth Commandment of 
display “They Shall Cooperate With the 
I. A. D. M.” 


~ 
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A Million Dollar Project 


The sidewalks of New York will know 
nothing finer in the way of a metropolitan 
department store than the striking eight- 
story structure of the William H. Block 
Company, on which construction will begin 
at once. 

Strictly modern in architecture and equip- 
ment, the new building will rise west of the 
present site on Market and Illinois streets. 
The old ‘building will be completely re- 
modeled to embody the ultimate in modern 
design, and joined to the new to make one 
complete unit at a cost of more than a mil- 
lion dollars. 

The combined buildings will have a front- 
age. of 195 feet on Illinois street and 202.5 
feet on Market street, with a total of 386,000 
square feet of floor space, including the 
basement and sub-basement, which practi- 
cally doubles the present area. Foundations 
for the new building-will be laid for twelve 
stories, just as were those for the present 
building, so that additional floors may be 
added as the store outgrows its quarters. 

The picture painted by the architects, 


By A. J. ROEDER 
The Wm. H. Block Company 


Indianapolis, Ind. 


—The architect’s drawing of the new 
William H. Block Company depart- 
ment store as it will appear after con- 
struction of an eight-story building 
on Market street and the complete 
remodeling of the present structure— 


Vonnegut, Bohn & Mueller, is of a white 
terra cotta structure with a black granite 
base. The glistening black base will form 
a frame for the new show windows, each 
one of which will stand out as a separate 
picture for pedestrians to enjoy. 

Shoppers will enter the building through 
a convenient arcade, extending the length 
of Illinois street. The arcade, incorporating 
the last word in modern display windows, 
will combine glass, bronze, marble and unique 
lighting effects in a way that promises to 
make it one of the show places of India- 
napolis. It will more than triple the window 
space of the present building. 

The arcade will be entered from two open- 
ings on Illinois street and one on Market 
street. A stairway at each end of the ar- 


cade will lead directly to the Downstairs 
store, so that breakfast may be served to 
business people before the store is opened. 

The entrances will lead from the arcade 
to the store. The first view oi the interior 
will be one of soft beige and silver, illu- 
minated by pylon lighting, which literally 
interpreted means pillars of light. Each of 
the east entrances will lead into aisles that 
form boulevards of light, running into a 
bank of six high speed department store 
control elevators on the west wall. ‘These 
elevators, which will be operated by push 
buttons, are said to be almost human in 
action, and so smooth that no motion can be 
detected if passengers close their eyes. 

Vertica traffic will be enormously facili- 
tated by the silent roll of escalators from 
the center of the street floor. These esca- 
lators will be four feet wide, with a capacity 
of 8,000 people per hour. They are of the 
very latest design and incorporate some im- 
provements not found in those now in use 
in Radio City, New York. 

The purpose of this arrangement is to 
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make traffic through the store smooth, swift 
and easy for the customer. People en route 
to upper and lower floors will have easy 
access to elevators, escalators and stairways 
without distracting those who are busy 
shopping on the street floor. 

The new street floor fixtures will be a 
combination of French walnut and prima 
vera, a striking white mahogany, and light 
bronze inlays. They are designed for better 
display and easier handling of merchandise. 
Beautiful cases, merchandise behind glass 
doors at arms reach of the salesperson, will 
bring a great efficiency in the serving of 
customers. 

Indirect lighting, restful to the eyes, yet 
ample for matching colors and _ selecting 
merchandise, will be one of the most im- 
portant innovations. Imported Italian 
Travertine marble has been selected for the 
floors. 

A classic modern tearoom, delightfully 
cool in summer because of air conditioning, 
will be hidden away in the rear of the street 
floor. Intimate little dining alcoves around 
the wall will bring a little bit of New York 
to Indianapolis. Onyx Pylon lighting, and 
fittings featuring the same motif throughout, 
will do their bit to create a decidedly in- 
dividualistic atmosphere. 

Another feature that is regarded as un- 
usual is a series of little “shops” which will 
be dotted in various locations about the 
main floor. These shops, or alcoves, will 
include displays of men’s robes, leather 
goods, jewelry, hosiery, pajamas, books, 
linens, bedspreads, and there will be a per- 
fume nook designed to resemble a modern 
“Sage 

There will be a mezzanine, and on it, 


- along the south and west walls, will be a 


‘new and much enlarged beauty salon, done 


#‘in a French design, with the latest type 


of equipment. Nothing will be omitted which 
will add to the comfort of the customer and 
the character of the work. This shop is 
planned to serve as a fashion center of mod- 
ern hairdressing effects. 

Other shops on the mezzanine will include 
a new optical salon, a lending library, a 
mailing station, a writing room and a rather 
secluded lounge where shoppers may rest. 

The second floor, devoted to women’s ap- 
parel, will follow the plan of the first, in- 
cluding the variety of interesting little shops. 
To facilitate the assembling of a woman’s 
wardrobe, the lingerie, shoe and millinery 
departments will be transferred to the second 
floor, enabling a person to purchase an en- 
tire wardrobe without needless traveling 
from floor to floor. 

Elevators and escalators will open on a 
foyer done in soft pastel colors. Shadow 
box displays will make for greater ease in 
shopping and selection. The floors will be 
covered with soft, thick carpet laid in effec- 
tive patterns, and the indirect cove lighting 

[Continued on page 31] 


—When Displayman Roeder decides to 
merchandise a modern continental pres- 
entation, American displays can depend 
upon a creative window. Roeder’s 
continental display technique achieves 
splendid contrast between merchandise 
and background—a fundamental of 
great importance where continental dis- 
plays are being merchandised— 


DISPLAY WORLD 


eae oe 
'} 4. 


yal 


sees 


we 


eo =e 








—Whether the display is fashion mer- 
chandise or accessories, sports wear or 
fabrics, Roeder windows obtain new dis- 
play effects. Even the most elaborate 
window secures simplicity of presentation. 
The display atmosphere for every trim 
depicts the occasion for the merchandise. 
To be brief, Roeder’s displays are dif- 
ferent— 


—The reader has probably noticed the 
wide scope of the permanent background 
used in these three displays. By the addi- 
tion of a new scenic effect, a double panel | 
window idea, or just a series of construc- 
tional display forms, an entirely new back- 
ground is effected. And yet the contribut- 
ing effects are extremely simple— 
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How Tennent Does it? 


If a displayman were to ask this question: 
“Who is the greatest displayman on the 
Pacific coast?” we would hardly know how 
te answer the question. There are several 
displaymen in Seattle, Portland, San Fran- 
cisco and Los Angeles that have achieved 
more than their share of fame in particular 
fields, but to designate one displayman as 
greater than the rest would hardly seem 
justified. Where one man will achieve sim- 
plicity in display, another man will achieve 
elegance; where one man will produce fin- 
ished window productions, another man is 
responsible for spectacular displays. Can we 
in justice to any of these men say in truth 
that any one man is more outstanding than 
another? Their display jobs are as different 
as stores are different; their display work 
is as creative as each season’s fashions; each 
man merits individual display consideration. 

Our consideration in this issue ‘of DIS- 
PLAY WORLD, and in several issues to 
follow, is for the display work of Malcolm 
J. B. Tennent, display director, Meier & 
Frank Company, Portland, Ore. Tennent is 


a creative displayman of the first rank. He 
has long been associated with display, and 
has been with his present organization for 
His spring and 


a score or more of years. 
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SLEVATION OF BACKGAOUNO, 









Featuring the display creativeness of 


MALCOLM J. B. TENNENT 
Meier 6 Frank Company 
Portland, Oregon 


fall opening displays draw thousands of 
Portlanders to the business district on the 
night of their unveiling. His entire block of 
windows, with four huge corners, draw ex- 
clamations of wonder and delight from the 
thousands of observers at each opening. 
When a particularly spectacular or modern 
dispiay is created, Tennent’s display staff 
often believes that Portlanders do not ap- 
preciate the true significance of the achieve- 
ment, but whether the displays are appre- 
ciated or not Portland openings would lose 
much of their glamor and interest were 
Meier & Frank’s to eliminate opening dis- 
play presentations. 

The possibility of such an elimination by 
“the greatest store on the coast” is indeed 
remote. We do not know of another retail 
organization in America quite as display- 
conscious as Meier & Frank’s. As an -ex- 
ample of their display appreciation, several 
years ago Tennent’s display staff was re- 
quired to make five complete background 
changes in the front during one year—and 
Tennent has over twenty-five full street win- 
dows. The first change was made for the 
annual spring opening; the second change 
was effected when the Meier & Frank Com- 
pany merchandised their seventy-fifth anni- 
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versary—an interesting fact concerning their 
anniversary windows was the elimination of 
all sale merchandise; the first week of the 
anniversary the windows carried a complete 
historical Oregon front; the second week of 
the anniversary the windows carried an en- 
tirely changed front with the theme being 
Oregon wild life. For the fourth change 
Tennent again eliminated all merchandise 
from his windows and devoted his entire 
front to a series of patriotic American 
Legion displays—we plan to feature these 
displays in the next issue of DISPLAY 
WORLD. The fifth change presented an en- 
tirely new front for the fall opening, while 
a sixth change effected a partial conversion 
of fall displays to Christmas presentations. 
Naturally, with such a wide scope of dis- 
play activities, Tennent’s display staff must 
be capable of complete display conception 
and display production with construction 
and production of displays produced in their 
entirety in a studio quite apart from the 
retail store building. When a set of open- 
ing displays are to be installed the windows 
are closed for approximately a week—the 
amount of time depending entirely on the 
character of the change. If the background 
change is to be complete in every window, 
a week is required; if the background change 
is only to be partial, several days and nights 
prove sufficient time; if the change is ef- 
fected in a series of displays, only a few 
windows remain closed at the same time. 
Tennent’s display staff no sooner installs 
a complete new front of windows than they 
begin work on a new set. If the new display 
front doesn’t call for an opening presenta- 
tion, it will demand scenic changes for such 
special displays as Oregon Made Products 
or retail sale promotions. And besides all 
the window work, the staff produces the in- 
tericr displays and special auditorium shows 
for civic and departmental events, not to 
mention special exterior displays like floats 
in Portland’s many civic parades—the Rose 
Carnival, Winter Sports Carnival and others. 
While we still have space, let us speak for 
a moment of “how Tennent does it.” The 


—A reproduction of the actual blue- 
print produced by Tennent’s display 
staff for the construction of the elab- 
orate opening display background which 
appeared in the Meier and Frank Com- 
pany, Fifth and Adler window. The 
reader, by careful comparison, can fol- 
Jow or read the blue-print by comparing 
it with the actual display reproduced on 
the opposite page— 
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—The blue-print reproduced on the 
opposite page shows what this lovely 
bridal display background looked like 
on paper. The reader, by following 
the blue-print, can visualize the con- 
struction of the background step by 
step. The actual story contains de- 
tailed descriptions of color, fabrics,, 
materials and construction methods— 


display job at Meier & Frank’s is a tremen- 
dous job, as our readers can well appreciate. 
Therefore, the display staff must accept a 
tremendous responsibility. Display produc- 
tions, after having been okayed by Tennent, 
are put in production in the studio. This 
production proceeds sometimes with an en- 
tire setting being completed without further 
notice from Tennent—he can’t be everywhere 
at once. Perhaps the only sight Tennent 
gets of certain backgrounds is the original 
sketch and blueprint, his next considera- 
tion being the installed display. 


The reader will have no trouble following 
or reading the blueprint for the lovely bridal 


display as installed in one of Meier & 
Frank’s large corner windows for the annual 
Portland spring opening event this spring. 
The entire constructional form of the back- 
ground was painted a sort of rich blue-gray. 
The display accessories, consisting of a mod- 
ern light fixture and bench, were of chrom- 
ium and frosted glass. The elaborate back- 
ground scenic panel was in oil, with rich 
reds, greens, brown, gold, silver, purple, vio- 
let and black used in its production. The 
bride was in white, with the other figures in 
yellow, green and brown and blue, green and 
brown. The flowers were sweetpeas. 





Spokane Display Club 
Completely Reorganized 

At an enthusiastic meeting at the Coeur 
D’Aleve hotel, May 2, Spokane, Wash., the 
Spokane Display Men’s Association was re- 
stored to life and promises a most active 
existence. Twenty-nine displaymen were 
present, representing the majority of the 
city’s stores. : 


Vic Linden, J. C. Penney Company, was 
chosen temporary chairman, and J. R. De- 
Jung, J. C. Penney Company, temporary sec- 
retary. Talks were given by the older dis- 


playmen, emphasizing the many benefits that 
result from effective organization. 


Never before had Spokane presented such 
a united effort and it was evident that the 
new spirit in evidence at this meeting fore- 
shadows many helpful activities and accom- 
plishments. 


Meetings will be held regularly the second 
Thursday of each month, and a thorough 
membership campaign will be inaugurated at 
once, 


After a Dutch supper, the following offi- 
cers were elected and committees appointed: 


President, Vic Linden, J. C. Penney Com- 
pany; vice-president, F. R. Robins, Emery’s; 
secretary-treasurer, John R. de Jung, J. C. 
Penney Company. Trustees, Glen Waugh, 
Sears Roebuck; Elmer Pogelquist, Pogel- 
quist’s; J. B. Shepard, Crescent; Wayne 
Corey, Crescent. Publicity committee, Oscar 
Oakes, Palace, chairman; Elmer Fogelquist, 
George Stevens, Arnold Stieff, Dick Ander- 
son, John Fanning. Membership committee, 
Emil Swenson, Palace, chairman; John R. 
de Jung, Wayne Corey, Arnold Stieff, Glen 
Waugh, Carl Pendleton. Program committee, 
Ray Hering, Crescent, chairman; associates 
to be named later. 
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A New Display Comes 
Out of the West 


Is America developing a new display art? 
I believe we are. I believe that displays of 
tomorrow will have simplicity as their key- 
note. I think that all future display efforts 
will be toward the better presentation of 
merchandise, with merchandise achieving 
display prominence through simple decora- 
tive effects. Backgrounds and decorations 
of any kind are fine, but I think many times 
displaymen lose the thought of what is being 
presented in the decoration of the display. 
This all too evident decoration of displays 
results entirely too often in customer lack of 
merchandise appreciation—they can’t see the 
goods being shown for the “ginger bread.” 

The day of blase modern art is gone, and 
displaymen should try to arrive at the more 
genteel modern designs that many of our 
modern furniture manufacturers and design- 
ers throughout the country have adapted. 
Display should be clean-cut and sharp. I 
hope that as time goes on that the display 
profession will really become a profession. 
Display, as with advertising, should be the 
art of presenting things in a very liveable, 
constructive and educational way. Display 
all too often displays merchandise in a win- 
dow rather than merchandises goods in the 
display. There is a vast difference between 
displaying goods and merchandising goods— 
don’t you think so? 


By J. R. STEWART 
Barker Bros., Inc. 
Los Angeles, Calif. 


Here in Los Angeles, at Barker Bros., we 
have come to appreciate the full meaning 
of display simplicity. While many American 
displaymen will not accord simplicity with 
the same interpretation, our consideration of 
simplicity as a display medium should prove 
interesting. We have found that customer 
appreciation is much more exacting and evi- 
dent when the display thought is not con- 
fused—I shall go into that thought more 
fully further on. We have also determined 
that display consideration is more compell- 
ing when the goods being merchandised is 
so arranged that display concentration is 
not only possible but immediate. Perhaps 
a new display will come out of the West. 

Display simplicity isn’t just a matter of 
decoration. I have seen merchandise dis- 
played in front of a perfectly plain back- 
ground with the merchandise decoration so 
elaborate that customers have had to look 
twice to determine just what the window 
contained. Maybe that is good display—at 
least, the second glance is constructive. The 
customer should secure merchandise appre- 
ciation with the first glance; customer in- 
terest and not curiosity should be respon- 
sible for further attention. A display tech- 
nique should be developed which will enable 
the displayman to achieve newness with each 
presentation irrespective of whether the 


goods is shown but once.a year or a new 
display is made every week. If succeeding 
displays of a certain line:of-goods effect pre- 
vious display pictures, the creative strength 
of the presentation is subordinated by repe- 
tition and customer appreciation is reflected 
by lack of interest. 

I spoke a moment ago of confused display 
thoughts. Let us take the picture of the 
exposition and sale of china as an example 
of simplicity in display presentation. In 
this particular window—and this window but 
reflects the type display merchandised so 
successfully by Barker Bros.—the thought is 
“China with a new architecture, a new effi- 
ciency—a smart, modern development at 
moderate prices.” The display demands an 
arrangement of merchandise to develop the 
thought, an arrangement which will not fall 
into a mediocre category. We could not set 
the traditional table in the center of the 
window with one pattern of china, build 
other groups of china throughout the bal- 
ance of the display and expect to produce 
a display in keeping with the tempo of the 
merchandise. We could not build up a 
stocky setting of pedestals and glass shelves 
and create an original presentation. Such 
ideas of display belong to another decade 
of decoration. 

We could have produced.a creative display, 
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and a display that would have commanded 
attention and interest, had we merchandised 
this new china in a window hung entirely 
in black with the arrangement of china ef- 
fecting smart pattern pictures created en- 
tirely by the use of black constructional 
forms or of forms of an extremely neutral 
color. We chose to present the merchandise 
in a setting of light colors quite in keeping 
with the style of the goods, and so grouped 
that each pattern of china would achieve 
display prominence. The use of cut-out let- 
ters identifying the china pattern simplified 
customer appreciation. 

While we use various colored curtains in 
many of our displays, simple settings con- 
sisting of panels, flowers, platforms, con- 
structional forms and other such display fix- 
tures furnish appropriate display atmosphere 
for presentations. Our use of these simple 
display background accessories are so varied 
that creative simplicity is achieved. Take 
the three displays pictured with this article. 
Some form of constructional display plat- 
forms and panels have been introduced in 
each presentation, yet the three windows are 
quite different in appearance. If the dis- 
playman is a student of modern merchandise 


‘display methods, even though he limits his 


display effects to panels and constructional 
platforms, the resulting displays need never 
effect duplication. The displayman must use 
his imagination in creating new forms and 
new arrangements. He must always be 
changing the character of his set-ups. Dis- 
play stagnation will not result from intelli- 
gent use of display properties. 

The two displays featuring “Dinner at 
Eight” merchandise were used in connection 
with a series of displays which appeared in 
our Hollywood store during the premiere of 
the motion picture “Dinner at Eight.” These 
two displays appeared on either side of a 
huge center window reproducing an entire 
dining-room with table service for six. A 
smart mannequin gowned in one of the 
dresses worn by Billie Burke in the picture 


—The window display presenting the 
Barker Bros. “Exposition and Sale” of 
of china should give DISPLAY WORLD 
readers a new idea for decorating sale 
windows of china. The’ Barker Bros. 
display technique for sale merchandise 
has nothing in common with the more 
ordinary retail display presentations of 
volume merchandise— 


e 


—The Barker Bros. display presentation 
of silver was a featured display during 
the Hollywood premiere ‘of the ‘motion 
picture “Dinner at Eight.’ The mer- 
chandise card conveys the theme. of the 


display: “‘Dinner at Eight’ Hostesses , 


choose wisely when they choose china, 
glassware and silverware of such strik- 
ing beauty as this”— 


—In presenting appropriate china, glass- 
ware and silverware for. thei? “Dinaer 
at Eight” displays, Barker Bros. featured 
several small displays of china, glass 
and silver on either side of a feature 
presentation which displayed an entire 
dining room, and in which a manikin 
wore one of the formal dresses worn. by 
Billie Burke in the picture— 
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appeared in the display. The series of dis- 
plays attracted considerable attention while 
they were on view. 

The linen and silver presentation is inter- 
esting from the standpoint of the method 
used to display large banquet cloths. The 
cloths were draped over triangular panels 
placed on either side of an oblong panel 
which served as a background for the center 


display. Two display platforms appeared in 
the center of the window on which linen, 
silver and china appeared. Linen was dis- 
played on the actual window floor, as was 
china and silver. 

The display of china and glassware pre- 
sents -still another method of merchandising 
the window on constructional display forms 
and platforms. 
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acme mans Window Display 


Adaptation 


We have seen many, many shirt displays 
as produced by America’s display leaders 
but where have we seen a display as daring 
in its simplicity or as creative in its origin- 
ality as the Harald Rosenberg continental 
presentation featured this month? The sim- 
plicity of the presentation should shame 
American displaymen into a complete reali- 
zation of the almost complete stagnation of 
creative American displays. Have we be- 
come so accustomed to shirt displays con- 
sisting of groups of shirts placed on forms 
and on boards at any old position in the 
window that we have lost our desire for 
original display of such merchandise? May- 
be the old form of mediocre display has be- 
come so usual that we have reached the 
conclusion that we have accomplished our 
best display and that future display of such 
goods must follow the line and form of old 
presentations. 

The casual reader is quite apt to condemn 
us for our very blunt stand in the matter of 
mediocre American displays. He is quite 
apt to speak of the question of cost and ad- 
vance the idea that Mr. Roserberg’s dis- 
plays are creative because he spends vast 


Presenting the display work of 
HARALD ROSENBERG 
Militar Ekiperings, A. B. (M. E. A.) 
Stockholm, Sweden 


sums of money for constructional back- 
ground effects and other such mediums of 
original display presentation. We must, in 
that case, again inform our readers that 
such is not the case. Mr. Rosenberg has 
been using the same set of curtains for 
background hangings which you see in this 
window, which you have seen in the past few 
displays and which you will continue to see 
in the following displays presenting his dis- 
play technique. The original cost of the 
curtains did probably amount to a consider- 
able sum, but American manufacturers can 
furnish many different types of materials 
which will serve very nicely as curtains for 
a very nominal per yard cost. 

The constructional effects used by Mr. 
Rosenberg are of course an item of expense 
which we cannot ignore. He uses quite 
elaborate arrangements of platforms, col- 
umns, panels, cut-out arrangements and vari- 
ous other types of display atmospheric ef- 
fects for most effective presentation of mer- 
chandise. These various effects, however, 
are quite simple in construction which but 
a very casual inspection of any effect will 
prove; while every effect has been produced 


in all probability in the display studio which 
immediately eliminates extraordinary cost. 
Take the display pictured with the article 
this month; just what are the constructional 
display effects? There is a display platform 
or shelf which runs clear across the center 
of the window and against which shirts on 
boards rest for proper display. At the left 
side of the window is a rather tall column 
immediately in front of which is a large 
cut-out figure; two additional figures appear 
on the right. A strip of material runs across 
the front of the window on which shirts are 
displayed perfectly flat. An American dis- 
playman could build the center shelf or plat- 
form out of light lumber or furring strips 
which he would cover with wallboard. The 
tall column on the left as well as the figures 
would also be constructed of lumber and 
wallboard. The floor strip which runs across 
the front of the display could well be a 
piece of wallboard or a piece of fabric. 
Copy letters could be cut from cardboard. 
And just how much of an investment does 
that represent? Consider also that all of the 
material could be used in following displays 
for different effects. 
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The excuse that American retailers don’t 
appreciate such modern displays is indeed 
well put. But why don’t American retailers 
appreciate such displays? Simply because 
American displaymen haven’t tried to educate 
American customers with constructive dis- 
play ideas. If American displaymen don’t 
put on an elaborate educational campaign, 
we will continue to have just the same kind 
of displays that we see in every American 
city for another decade. 

The large sketch shows the possible Rosen- 
berg original floor plan of the display. The 
small oblong forms immediately in front 
of the center shelf indicate the position 
of the shirts on boards which lean against 
the shelf. The large oblong forms at the 
front of the display indicate the position of 
the shirts on the floor. The dotted lines on 
the shelf indicate the probable fosition of 
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—The Rosenberg shirt display shown 
on the opposite page will give the 
reader but another idea of Rosenberg’s 
display versatility. The shirt display 
has nothing in common with either 
display that preceded it, and yet all 
three displays have something in com- 
mon—the reader can identify them im- 
mediately as Rosenberg displays— 


—The drawings at the bottom of this 
page present the working plan of a 
Rosenberg display adaptation— 


the three display forms. The sketch on the 
left shows a side view or elevation of the 
window. : 

The top small sketch suggests an adapta- 


11 


tion of the display for a showing of clothing. 
The clothing forms would be placed on the 
shelf—four or more of them; the stand im- 
mediately in front of the shelf would display 
pants, while the stands in front of the pants 
stands would display hats and shoes or ac- 
cessories. The constructional form at the 
window would carry the merchandise copy 
and achieve the necessary display balance. 

The bottom display sketch suggests an 
adaptation for a display of ready-to-wear. 
We add small circular display railings to 
unitize each garment display. The railing 
would be a solid form and would exactly 
join the shelf form. The form merchandis- 
ing the garment would appear in the exact 
center of each unit space. Accessories 
would appear on the window floor or on 
the railing. The railing could be staggered 
in height or of the same height. 
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This age in which we live has enabled the 
modern display director to be just as versa- 
tile as he is capable of being. The many 
new display devices which are so evident in 
every window lend themselves to attractive 
display environment. It is but a simple mat- 
ter for the man merchandising any set of 
windows today to look at the out-moded 
displays of yesterday to appreciate just how 
much improvement has been made in display. 
The technique of the displayman who de- 
pended upon clumsy pedestals and display 
boards for most of his display effects cer- 
tainly can not wish for a return of yester- 
day’s display methods. The technique of 
today, employing as it does new display ideas 
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By G. H. WAGNER 
The Golden Rule 
St. Paul, Minn. 


of decoration and merchandise expression, 
has little in common with the method of dis- 
play of but several years ago; but I some- 
times wonder if the men responsible for any 
set of windows appreciate the constructive 
development of display. 

Lack of display appreciation can best be 
explained by visiting any American city of 
any size and studying the displays of dis- 
playmen there. The displayman working 


with an unlimited budget can not expect the 
displays of the small store to compare with 
his efforts; neither can the displayman 
working with a limited budget hope to 
achieve the display effects capable of the 
large store. 


Displaymen visiting any city 
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Modern Display bresentation 


can find several stores working with prob- 
lems similar to their own problems, and it 
is these stores that they should study. How- 
ever, the clever displayman will find much 
in the larger store’s displays that he can du- 
plicate in a smaller way for effective presen- 
tation of merchandise, while the large store 
displayman has often secured his most ef- 
fective idea from a clever display found in 
a small store—a new idea of merchandise 
presentation, a new color scheme, a new 
lighting idea, a new dramatization effect. 
The displayman working with a limited 
budget will find his most successful ideas in 
the gathering of ensemble display effects 
and simple background arrangements of pan- 
els, floor platforms as well as interesting 
and different methods of merchandise pres- 
entation. The more modern the idea, the 
more interesting and different the adaptation 
that he will make upon returning to his own 
store. Display ideas can be secured from 
every source. If the displayman can not 
get away from his store to visit the progres- 
sive city, he should most certainly subscribe 
to a progressive display magazine; and while 
he can not through the eyes of the camera 
secure color schemes, he can see the displays 
of America’s display leaders, and the ideas 
he will obtain from such pictures will de- 
termine his creative and adaptive ability. 
The displayman needn’t be afraid of copy- 
ing displays because that is something every 
displayman has done. Readapt your own 
creative displays; such use of old displays 
will enable the displayman to stretch his 
budget for even greater coverage. Take, for 
example, the auto show display pictured with 
this story. It presents a fan idea of display 
which was later adapted for a fine showing 
of I. Miller shoes. The displays are similar, 
inasmuch as the fan idea of a background 
was developed for both windows, but the 
actual displays are quite different in appear- 
ance. Both displays attracted considerable 
attention; both displays were successful. 
The ease whereby ideas similar to the lin- 
gerie display pictured with this group of 
windows can be adapted to other lines of 
goods is worth further thought. Picture a 
sale or a display of fabrics with the material 
draped in some manner similar to the fabric 
display included with this group of pictures, 


—A silk display that instills the mod- 

ern touch by draping fabrics on cut-out 

silhouettes which stand in relief before 
an apple green felt panel— 


—A giant fan background in rainbow 

shades formed the setting for The 

Golden Rule’s annual auto show display. 
Black circles depict car models— 
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but employing a set-up following the idea 
contained in the lingerie background. Large 
silhouette figures could be placed on panels 
for the presentation of certain types of 
ready-to-wear, while silhouette figures could 
be used to splendid advantage for a display 
of hosiery with the figures suggesting the 
elasticity of the hosiery. Change the silhou- 
ette figures to men and merchandise shirt, 
sweater, clothing, underwear and _ similar 
goods. Children’s figures could be done in 
silhouette for smart displays of such mer- 
chandise. 

The use of cut-out figures, as well as cut- 
out letters, is accentuated in the fabric dis- 
play. Two types of letters have been used— 
a block letter and a felt or cardboard letter. 
Simplicity of suggestive seasonable decora- 
tion is evident in the fabric presentation. It 
isn’t necessary to prepare elaborate back- 
ground displays for every display when some 
smart idea will convey the impression of 


—A welcome variation from the ship 

idea for sports wear display atmosphere 

is contained in the “Vagabond Vogue” 

display. The profile head models are 
neon tubing— 


—Luxurious simplicity typifies the I. 

Miller shoe display. White circles, 

which are mounted on the fan, display 

the shoe styles—the shoes are shown on 
green shelves— 


—A pale green background panel offers 

contrast to the cut-out manikins wearing 

four new styles of slips in this lingerie 

display. The cut-out manikins are 
painted black— 


season just as well. The use of felt panels 
and felt cut-out effects can not be over- 
estimated. Some of my most effective mod- 
ern displays have employed just felt panels 
and decorative cut-out effects for atmos- 
phere. If the displayman can afford elab- 
orate atmospheric effects, fine—but we’re 
talking about the store with a limited display 
budget. 

Another idea of felt panels and simple 
cut-out effects is shown in the millinery pres- 
entation. The window is extremely simple, 
yet tremendously effective. The millinery 
heads in the center of the display are neon 
tubes. Actual hats are shown on the heads. 
The unitized grouping of the millinery in 
this display indicates our usual method of 
display presentation of small accessory mer- 
chandise. 

The permanent window background used 
throughout the series of displays pictured 
with this store are interesting in their con- 
struction and in their adaptability. The 
reader can appreciate the ease whereby a 
change of background display is effected by 
merely hanging a set of curtains in the cen- 
ter opening or effecting other changes by 
installing a large panel in the opening on 
which atmospheric effects have been ar- 
ranged. It is this ease of background change 
which enables us to effect a new display 
idea in every display. 

Sometimes our front will develop a certain 
decorative theme for presentation in every 
display. At other times a new effect will be 
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used in each display. Continuity of entire 
front isn’t always maintained. The design 
of the permanent background display will 
effect continuity, yet the individual method 
of merchandise presentation and decoration 











in each window may follow entirely different 
ideas. We appreciate the importance of con- 
tinuity and when such a display effect is de- 
sired it is quite a simple matter to achieve 
continuation. 
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It’s advertisement adaptation time, and the 
advertisement which we chose this month 
for window presentation is a Saks’, Thirty- 
fourth street, New York City, ad. The 
newspaper advertisement presents Saks’ 
yearly “Joan” felt hat classic, and we feel 
that the window idea is too important to 
allow it to pass unnoticed. To the casual 
observer the newspaper advertisement con- 
tains just an ordinary hat illustration, but 
its method of presentation with the use of a 
reverse cut carrying the hat signature sug- 
gests tremendous display possibilities. The 
window adaptation can follow several dif- 
ferent avenues of expression; our display 
uses but part of the most obvious window 
presentation. We will endeavor to suggest 
several different adaptations. 

If the window in which the hats are to be 
featured is small, the suggestion which we 
recommend as most effective can not be used 
due to background space limitations. It will 
therefore be necessary for us to suggest some 
sort of a display for a small unit window— 
a window with a background length of ap- 
proximately 6 feet. Where such a display 
is merchandised, the exact duplication of the 
advertisement’s illustration and _ reversed 
signature cut will be effected for background 
presentation. The large circle containing 
the sketch of the millinery head will be re- 
produced in full and will appear in the exact 
center of the window background. The re- 
versed signature cut “Joan” will appear 
immediately above the hat illustration. 
Merchandise will be featured in a modern 
geometrical arrangement either ‘on floor 
blocks or modern stands and heads below 
the background. The merchandise would 
feature a certain color hat or several dif- 
ferent colors would be merchandised in 
individual groups. 

Our window preseftation of the adver- 
tisement assumes a large-window proportion. 
The center background illustration repro- 
duces the “Joan” advertisement illustration. 
On either side of the center, three small 
background illustrations suggest other 
“Joan” hat styles. The reversed copy band 
which runs across the top of the “Joan” 
illustration would contain appropriate style 
copy, or the copy band could reproduce a 
signature cut on either side of the center 
illustration—the “Joan” signature cut on one 
side and the store’s signature cut on the 
other. 

In merchandising the large window with 
hats, we suggest several different methods 
of presentation—the method selected will 
depend upon the type display being featured. 
If the window is to show quality merchan- 
dise—it needn’t be a sale presentation—but 
seven hats would be shown. A hat, the exact 
reproduction of the window illustrations, 
would appear immediately in front of each 


illustration. Appropriate accessories would 
be used in each group. If the window is to 
be a sale presentation, the line and form of 
the window display of merchandise will fol- 
low bulked groups. Each group would con- 
tain hats patterned after the background 
illustrations, with each group showing three 
or more hats of each style in different colors 
in front of each illustration. If such a dis- 
play is merchandised it will be necessary to 
form geometrical placements of fixtures in 
each group to prevent style confusion. 
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Only once in a Year Comes s Hat Like This 
A Hat to Live in . and to Love . . 

To Wear Up ia the Back with Furs 
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—The newspaper advertisement which is- 

reproduced above was prepared by Saks 

for the Herald Tribune. It presents a 
fine idea for adaptation— 


The window idea of illustrating several 
different hat styles can be achieved in a 
smaller window by placing the different hat 
styles around the large center illustration 
rather than aligning the hat illustrations on 
either side of the center picture. With such 
an arrangement the window . background 
should be approximately 10, 12 feet or more 
in length to secure the best display, while 
by placing the illustrations around the center 
picture an 8-foot background might well 
effect an interesting presentation. 

The three arrangements just suggested are 
far from the actual number of effects pos- 
sible with this display. A smart display can 
result by placing the additional hat illustra- 
tions in vertical bands on either side of the 
center picture, three or more illustrations 
being used in each band. Still another 
method of background display would be to 
place the hat illustrations in circular forms 
or in angular arrangements with the apex 
centered at either the top or bottom of the 
center illustration. These arrangements, in 
other words, can circle up from the bottom 
center of the center picture or can circle 
down from the top center of the center pic- 
ture. The angular arrangement will follow 
similar illustration placement. If a vertical 
or a parallel line of hat illustrations is ef- 
fected on either side of the center picture, 
the band of illustrations can be placed in 
several different positions. If the line is 
vertical, the position can be adjoining the 
center illustration in the center space which 
lies between the edge of the center illustra- 
tion and the corner of the window back- 
ground or at each corner of the back- 
ground. If a parallel line is formed, the 
illustrations can be centered with the center 
of the large picture, or the line can be 
formed at most any position immediately 
below the center of the large picture with 
the top edge of the small illustration not 
extending below the bottom edge of the large 
picture. 

For still another effect, the small hat illus- 
trations can appear in the actual display 
with smart merchandise groups built around 
each hat illustration. Or a circular unit can 
be constructed with an actual head form dis- 
playing the hat style in a manner similar 
to the background illustration style. The 
actual line and form of the window back- 
ground can vary. The window background 
may parallel the window glass which may 
be straight; the background may be circular 
with the curve of the background extending 
away or to the corners of the window; the 
background may be angular with the illus- 
trations developed along angular or square 
compositions, or the background may achieve 
a smart combination of a circular and an 
angular form. 

If the displayman desires to effect a more 
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modern continental display, even more ave- 
nues of approach are opened. Here are sev- 
eral ideas: A stepped arrangement can be 
effected with the center illustration appear- 
ing at either the back or front of the display 
with the side illustrations stepping up and 
back, if the center illustration is at the front, 
or stepping down and front if the center 
illustration is at the back. Or the center 
illustration can be placed in the center of 
the actual window with the side illustrations 
also placed in a line down the center of the 
window with the step formation building the 
display up to the ends of the window from 
the center or with the formation building 
the display up to the center of the window 


—In our adaptation of the Saks news- 
paper advertisement for a window dis- 
play, we present the advertisement 
illustration as a background panel. 
On either side of the panel smaller 
sketches suggest additional hat styles. 
This millinery set-up could be used 
to exceptional advantage for displays 
of accessories— 


from the ends; or a straight parallel ar- 
rangement can be effected with the side 
illustrations at the same height. 

Additional perspective arrangements can 
be effected by placing the center illustration 


or the large picture at either end of the 
display with correct display balance being 
achieved by the smart geometrical bulking 
of the smaller display illustrations at the 
other end of the window. There are so many 
different effects possible that space will not 
allow even a brief description of every ar- 
rangement, but here are a few: The large 
picture will be placed across one end of the 
window on an angle with the small illus- © 
trations achieving a merchandise display 
curve or angle which will start from the 
bottom of the large illustration and build 
the display up until its greatest height is 
effected at the opposite end of the window. 
[Continued on page 32] 
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By T. WILLARD JONES 
Phelps Shoe Co., Ltd. 
Shreveport, La. 


The occasion of the Spring, 1934, opening 
gave Phelps Shoe Company a_ complete 
change of display frontage which has proved 
of tremendous worth since their installation. 
The changed front, while it didn’t change 
the physical form of our actual display win- 
dows, did change the display space. This 
change resulted in merchandise concentra- 
tion, and while the idea isn’t particularly 
new I believe the field will appreciate our 
display installation. It has proved to us 
that in display concentration lies sales 
stead of utilizing the entire depth of the 


—‘SMART NEW HAND BAGS.” Dis- 

play background in black and white. 

Merchandise in black and white. Copy 

in silver ribbon type letters. (Display 

had to be removed the second day due 
to lack of merchandise)— 
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power. The sale of merchandise has been 
increased in many departments since the 
opening of the new displays. 

The changed front resulted in the break- 
ing up of our large windows into small uni- 
tized displays. Our two large eighteen-foot 
windows were divided into six six-foot units 
—three to a window. This gives us six 
windows where we had but two before. In- 
original windows for display space we have 
used but approximately half the depth; the 
background height extends to the actual 
window ceiling. Simple arrangements of 
floor platforms, floor blocks, panels and 
especially constructed fixtures completes the 
display plan. 

The main backgrounds of the windows are 
of cork. The background panels, however, 
are constructed with folding backs of wall- 
board covered with different types of felt, 
fabric, papers and other display properties. 
The backs can be removed very easily, and 
with the extra working space behind the 
actual window settings available for display 
construction and installation, speed in actual 
installation of displays results. By being 
able to use both sides of the background 


—‘MEN! WHITE IS POPULAR.” 

Background and right side wall of green 

felt, left wall and floor of yellow felt. 

Background copy, as well as all mer- 

chandise and figure, in white. Right and 
left shoes displayed— 


—“THOSE SPRINGTIME BLUES.” 

Medium blue felt background and floor; 

background trimmed in dark blue and 

white. Copy in silver. Floral piece in 

silver and dark blue. Blue flood lights 
used to illuminate display— 
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display panels, the background panel ideas 
can be changed for the display to follow any 
display while the window is still on view. 
Such simple manipulation of display effects 
assures us of complete display changes at 
but a small cost per display. 

The small unitized displays can also be 
used to tremendous advantage in the devel- 
opment of continental displays. In fact to 
give the reader an even better idea of just 
how I hope to merchandise many of my 
shoe displays this year I refer my readers 
te the smart display of white shoes for men 
illustrated with this article. This display 
did not appear in our spring opening presen- 
tation, but it proves how simple effective 
displays can be produced in unitized win- 
dows. With the background in place, the 
cnly display changes necessary resulted from 
such simple effects as two window blocks, 
a cut-out cardboard figure, two small circu- 
lar shoe shelves which were fastened to 
the back of the background while the pre- 
ceding display was still on view and a smart 
arrangement of copy. In this particular dis- 
play the background and right side wall 
were of green felt, the left wall and floor 
were of yellow felt; the shoes and display 
effects were in white. 

The display of “Wear Blue For Spring” 
had a blue felt background and floor. The 
copy sign was in silver ribbon cut-out let- 
ters. The sign was edged in dark blue and 
white. The floral spray was in pink, blue 
and silver. The fixtures were painted white 
with dark blue trim. The merchandise in 
the display was entirely in blue. The win- 
dow was flooded with a blue light which 


—“WASHINGTON 1732-1934.” The 
Washington Birthday shoe display was 
done in red, white and blue—background 
in red felt, floor trimmed in white and 
blue; fixtures in red edged in white. 
Shoes and hosiery displayed— 


—“WEAR BLUE FOR SPRING.” This 
display featured blue footwear and hand 
bags. Background in medium blue felt; 
floor in medium blue trimmed in dark 
blue and white. Silver ribbon type let- 
ters used for background copy— 
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accentuated the blue of the merchandise. 

“Those Springtime Blues” presented 
another merchandise and background display 
in blue. The background and floor was in 
medium blue, with the sign of silver ribbon 
type letters edged with dark blue and silver 
ribbon. The floral piece was in.silver and 
dark blue, while the fixtures were of light 
tan -trimmed in blue. This display was also 
flooded with a blue light. 

The “Smart New Spring Hand Bags” dis- 
play consisted of a white and black back- 
ground with a white floor trimmed in black. 
Silver ribbon type letters featured the copy 
message. The floral piece was in silver and 
black. The fixtures displaying the black and 
white bags were in tan, trimmed in black. 
This display had to be removed during the 
second day it was on exhibition, due to lack 
of merchandise. 

In merchandising the men’s “Sport” shoe 
display I used a background consisting of a 
medium yellow shade of yellow felt. The 
display accessory decorations were in spring 
green. The fixtures were in light tan, 


—“MEN’S SPORT SHOES.” The back- 

ground in this window was in a medium 

shade of yellow felt; the trimmings were 

in spring green. The modern fixture was 

in light tan trimmed in black. Shoes 
and hosiery in tan— 
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trimmed in black. The merchandise was two- 
tone tan footwear. 

In my “Washington 1732—1934” display, 
which featured white footwear and hosiery 
for men, I employed a red felt background 
and floor with the ribbon decorations in 
white and blue. The shoe displayers were 
painted red and trimmed in white. The 
display created a lot of favorable attention. 
The simplicity of the presentation is cer- 
tainly quite evident. . 
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DOINT=-OF-SALE GALLERY 
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—These metal and glass-illuminated displays were designed by Henry Drey- 

fuss, New York, for Price Bros., Chicago, Ill., to meet the individual require- 

ments of the manufacturers whose merchandise was to be shown. In 

designing these displays it was taken into account that a display, adaptable 

to the various sizes and shapes of merchandise to be shown, increased the 

use of the display by giving the dealer an opportunity to feature different 
products of the manufacturer— 
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—ODORONO DISPLAY—The base of : 

the display consists of two chromium 

discs on which the merchandise can be | 

shown. A chromium tube in which there P 

—WESTCLOX DISPLAY—This display is in black and silver to tie up with is a bulb holds the simple illuminated ; 

the black and silver Big and Baby Ben clocks and the Pocket Ben watch. square glass sign on which the Odorono ; 

It consists of a simple metal base and center column, tied up with three silver lettering and figure are sand-blastea— 4 

y bands to give it distinction. A circular piece of glass carrying the word , 

Westclox, the Ben trade-marks and other necessary copy is illustrated by ; 

insertion in a.slit in the center column, in which there is a bulb. A Big Ben f 

clock is set in a prominent position on this center column, and the copy, sand- 4 . 

blasted on the glass, is lettered to form concentric circles around the clock. ; 1 

The two end pieces are separate from the major body of the display and can a f 

be used to show additional clocks if the dealer wishes to give this much s 
room on his counter to the display— 
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—HELENA RUBENSTEIN DISPLAY—The base of this 


—WOODBURY DISPLAY—The face of the semi- display, on which the merchandise is shown, consists of two 
circular metal base is chromium and carries copy discs. The outside of the lower disc is a chromium band on 
lettered in black. The sides and the bottom of the which is lettered “Helena Rubenstein.” The top surface of 
base are painted green to match the green used on the lower disc is a mirror, the reflection of which gives depth 
the Woodbury packages. A bulb in the base illumi- and light to the display. The rim of the top disc is painted 
nates the merchandise and the semi-circular mirror the bright Rubenstein red; the top surface of this disc is 
which is the back of the display, through a frosted painted black. The chromium cylinder in which there is a F 
glass shelf on which the merchandise is shown. bulb holds the illuminated glass sign. The outside rim of the 
Two small chromium cylinders serve as feet for glass is sand-blasted and copy in this rim is in clear glass. 


the display— Center of the sign is clear glass with sand-blasted lettering— 
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Catalin=-=[he Gem of 
Modern Industry 


By E. J. LUSTER 
American Catalin Corporation 
New York City 


Since time immemorial it has been the de- 
sire of man to improve the materials that na- 
ture so generously supplies. This is particu- 
larly true when it comes to natural beauty as 
expressed in precious and _ semi-precious 
stones. In the last decade modern chemistry is 
largely responsible for some of the most 
beautiful commercial materials. Such mate- 
rials are of interest to manufacturers as a 
whole in so far as they were developed to 
meet the exacting demands of present-day 
manufacturing facilities. They are of par- 
ticular interest to manufacturers of display 
fixtures of the newer type for the reason 
that they should show the way in developing 
and popularizing any product of merit, 
beauty and utility. 

Among the many materials recently pro- 
duced, the most promising one, not as yet 
fully appreciated by the average fixture 
manufacturer, is a plastic material called 
“Catalin.” This is a product created by the 
desire of chemists to produce artificial rub- 
ber, although the original quest was not ful- 
filled. Research workers were able to de- 
velop a synthetic resin which can be supplied 
in cast form, but which is readily adaptable 
for a large variety of uses not heretofore 
suitable for plastic materials. 

Catalin is composed of a number of highly 
refined chemicals, the principal of which are 
phenol and formaldehyde. In its original 
state, Catalin is a liquid, similar in constitu- 
ency and color to golden clear honey. The 
material is furnished in different colors, 
forming a part of the basic chemicals. The 
liquid is then poured into lead molds. The 
molds are placed in a curing oven and sub- 
jected to a uniform temperature over a defi- 
nite period of time. After that, the solid 
material is removed from the molds and it 
is ready to be made into finished products. 




















This material should not be confused with 
synthetic resins which are sold in the form 
of powder and pressed into shape under heat 
and pressure. A resin of that type in its 
original state is also a liquid, but it is pro- 
vided with a filler, crystallized and in the 
form of powder, loaded into suitable dies 
and fed into hydraulic presses. Under heat 
and pressure the resin fuses with the filler 
such as sawdust or asbestos, and forms a 
homogeneous mass. The objectionable fea- 
ture of such materials, especially to the 
smaller manufacturer, is the rather heavy 
expense of the mold itself, the material is 
somewhat brittle, difficult to machine, and 
last but not least, due to the high heat and 
pressure, it is quite a task to produce such 
materials in the very fine delicate pastel 
shades. 

Gem-like, Catalin colors go clear through, 
showing the mysteries of light in jade and 
rose quartz, the subtle sparkling of emerald, 
the lustrous black of ebony and the many 
tints of modern pastel colors. 

Furthermore, Catalin is non-inflammable, 
odorless, tasteless, highly acid resisting, can 
be furnished in a large variety of the most 
beautiful colors, ranging from crystal clear 
to jet black, either opaque, translucent or 
transparent. It can be produced in plain 
colors as well as mottled or finely grained 
effects. This material is not of a cellulose 
base and, therefore, has no connection with 
products of that type. It is also entirely 
different from such materials derived as a 
by-product of milk called “casein.” 

One of the important reasons for the ever- 
increasing popularity and success of Catalin 
is the fact that it can be machined and 
worked more readily than any other plastic 
material. It handles similarly to metal or 
wood. Such operations as turning, drilling, 
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filing, milling, tapping, engraving, etc., can 
readily be performed with standard machine 
tools available at present. This material not 
only machines exceptionally well but it also 
polishes to a very high permanent luster. 

Another item contributing largely to the 
rapid growth of the material is the ease 
with which Catalin can be adapted to vari- 
ous applications due to the inexpensive 
charges necessary for patterns of a new de- 
sign, shape or form. A new item can be pro- 
duced on very short notice so that it lends 
itself very readily to any change in style, 
color or shape. 

Due to the flexibility in handling and the 
inexpensive way of producing new colors, 
shapes or designs, Catalin is of particular 
interest to the display world. It is used 
extensively by designers of the new school 
in such applications as backgrounds in the 
form of plain or mottled sheets in connection 
with modern lighting fixtures, producing 
beautiful subdued lighting effects of direct 
or indirect type. This material can be sup- 
plied so that it harmonizes with any general 
color scheme. It is, therefore, ideal for dis- 
play stands either in whole or part, creating 
new and novel effects. Other applications 
are paneling for counters, trim in the form 
of handles, knobs and similar appliances. 
Catalin lends itself excellently for modern- 
istic lettering or signs. 

The material can be cut with band or jig 
saw to almost any shape desired. It cements 
readily to materials of other types and is 
inexpensive to combine. 

Recently there was a display at the Chemi- 
cal Show in New York of an interesting 
Catalin exhibit illustrated herewith. This 
exhibit contained such items as modernistic 
lamps, pipes with Catalin stems, electric 
clocks, automobile hardware, table with 
Catalin top, electrical appliances of all kinds, 
jewelry, novelties, airplane parts and com- 
plete radio cabinet. The counters were lined 
with Catalin and were equipped with rose 
quartz top with lighting underneath, giving 
an exceptionally beautiful effect. The letter- 
ing is also made of Catalin in different color 
effects. Just how much this material is ap- 
preciated by department store managers is 
indicated by the fact that Gimbel Bros. cf 
New York have devoted an entire window 
to the various products that can be made of 
Catalin and sold by said store. 

Catalin is an all-American product, manu- 
factured exclusively in the United States 
under patent rights owned and controlled 
entirely by American capital. This set-up 
assures continuity of supply, prompt service 
and delivery. The man who said “Beauty is 
only skin deep” must have forgotten the 
depth of color in clear jade, the warmth of 
rose quartz, the mystery of the lights beneath 
the surface of onyx and ivory. Certainly 
he never saw Catalin or this remark would 
not have been made. 


—The display booth reproduced above 
was built for the American Catalin Cor- 
poration and features many of the uses 
of Catalin. This modern material can be 
adapted to various kinds of decorative 
display work, for fixtures, fixture bases, 
all types of plaques and display boards, 
window panelling, floor blocks, lighting 
fixtures and many other types of window 
fixtures and accessories— 
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°*Howell*? 


Today we live in a new, swiftly moving 
age—an age of rapid transportation, an age 
of airplanes and skyscrapers. It is but 
natural therefore that the modern spirit 
should express itself in a striking, radically 





—“Howell” furniture for the 


bedroom— 


metal 








—“Howell” metal furniture for the recreation 


room— 


modern 
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different kind of furniture for not only the 
home, office and showroom but as fixtures 
for the retail store window display. The 
age in which we live dictates that this new 
furniture decoration should be of 
steel, for this is an age of steel, 
and steel dominates our modern 
life. And so we give you here 
but a few examples of Howell 
Chromsteel furniture and fixtures. 
Aren’t they truly expressive of 
modernity? They are as graceful 
as a soaring airplane, as virile as 
a skyscraper. They are certainly 
fresh and intriguing in every line. 

At “A Century of Progress” ex- 
position, Howell Chromsteel fur- 
niture was chosen by major ex- 








—“Howell” metal fixtures for 
modern window displays— 


hibitors and the outstanding mod- 
ern homes to exemplify the 
contemporary trend. The World’s 
Fair has given remarkable im- 
petus to this furniture which is 
fast finding a broad application in 
the decorative scheme today. The 
mcreasing demand for this new 
and ultra smart furniture and dis- 
play fixtures proves that it is not 
just a fad, but that chromsteel 
furniture and fixtures are certain 
to grow in favor and in usefulness. 

In speaking of the window fix- 
tures pictured here, we need but 
say that the tops of all the tables 
are of black formica and that all 


—“Howell” 
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You Merchandise 
Your Displays Tomorrow? 





the metal parts are of Howell standard type 
chromium plated finish. These particular 
fixtures have proven very popular with the 
shoe trade. Many new types of chromsteel 





metal furniture for the modern 


showroom— 





—“Howell” metal furniture for the modern grill— 
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fixtures are being developed, and it will pay 
the displayman to keep informed of the 
chromsteel fixture trend. 


Chromsteel furniture, including chairs, fit- 
ting stools, display stands and many other 
types of furniture items lend themselves very 
admirably to the bright and colorful effect 
of store decoration. Many merchants rec- 
ognize that warm, pleasing colors in an 
attractive modern environment have effected 
a favorable influence in the metal reactions 
of the customer. With the style of furni- 
aure brightly colored leathers and fabrics 
are used for upholstering, and these serve 
to carry out most effectively the color scheme 
of the store. 





Satin Squares and Satin 
Stripes on Chromflex 


The Apollo Metal Works, LaSalle, IIl., 
announce the production of Chromflex sheets 
in satin finish with new modern patterns 
of squares or stripes. The stripes are % 
inch wide and the squares are made by 
crossing the stripes at righ angles. The re- 
sult is a most interesting and effective ma- 
terial that will prove of exceptional utility 
to all displaymen. The use of Chromflex in 
display work is becoming more popular and 
is resulting in many novel effects. This 
material may be combined with other display 
materials to produce those modern treat- 
ments which are now so much in vogue. 
Interesting folder will be sent to any dis- 
playmen upon request to the company. 





Boston Display Men’s 
Club 


The Boston Display Men’s Club and the 
Ladies Auxiliary of the Boston Display 
Men’s Club held a joint meeting on Wednes- 
day, April 18, at the Hotel Westminster. 
This was the first time that the Ladies Aux- 
iliary and the men attended a meeting to- 
gether. 

Dinner was had at the “Everglades,” 
where the members all enjoyed a beautiful 
floor show put on especially for this club. 
Then followed general dancing. May I take 
this opportunity to thank Mr. McCarthy, 
manager of the Hotel Westminster, for ar- 
ranging such a wonderful dinner and dance 
program. May I also thank the members of 
the press for the fine write-ups in the papers. 
All in all it was a very well-arranged 
program. 


We then adjourned to the Rose Room 
where we held our regular monthly business 
meeting. Mrs. Walter Kelly, chairman of 
the Ladies’ Auxiliary of the Boston display 
club arranged a bridge party for the women 
after their business meeting. 


The main speaker for the men was Ed- 
ward Sherman, who spoke on the I. A. D. M., 
and if there ever was an earnest booster 
for the I. A. D. M., then Sherman is that. 
His talk should help boost the membership 
of Boston to the I. A. D. M. 100 per cent. 

It was suggested that more meetings be 
held with the Ladies’ Auxiliary as this one 
proved very successful. We suggest the 
same to other local display clubs all over 
the country—Samuel Branz, secretary. 
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Sock Appeal for Men. 
Who Care 

















Displaymen 
Know It's Easy With FAIRY FORMS 


Men who care are particular about their socks—that is why men’s 
hose when attractively displayed move off dealers’ shelves. Expe- 
rienced displaymen have found that FAIRY FORMS have stood the 
test for effective hosiery presentation for years. Only on these 
full modeled forms can you show the full beauty, texture and quality 
that makes hosiery sell. 


ORDER FROM YOUR JOBBER OR WRITE DIRECT 
FOR FULL INFORMATION 


SHOE FORM FT eae Me AUBURN, 
CO., INC. allt OtIHs N. Y. 























LCOAF OIL 


PRODUCT OF ALUMINUM COMPANY OF AMERICA 





For Window and Store Display 


DECORATIVE ALUMINUM FOIL 


Paper Backed or Unbacked—Plain or Embossed— 


Silver or Colors—Rolls and Sheets 
Write for Sample Booklet and Prices 


| METAL GOODS CORP., 2400 No. 10th St., St. Louis, Mo. 


1121 N. SAN JACINTO AVE., HOUSTON, TEXAS 
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1. The Development of Window Display 
Advertising. 
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A Call To Action 


The second issue of the Greater Cincinnati 
Display Club Bulletin carried an article 
titled: A Call To Action. We do not know 
who wrote the story, but we do know that 
it should be read by every displayman who 
is interested in the development of the dis- 
play profession and the I. A. D. M. The 
article is brutal, but its brutality is truth. 
If every displayman in America could be 
made to think as the writer of this article 
thinks, the I. A. D. M. would not need to 
plead its cause. Here is the article: 


Going Ahead Under I. A. D. M. Banner.— 
Display itself is perfectly sound and secure. 
It will go forward with or without the I. A. 
D. M. irregardless of the fortunes of present- 
day displaymen, but perhaps it will go for- 
ward more rapidly with a strong and virile 
I A. D. M. than without it. This is so obvi- 
ous that even the lowliest member of the 
profession can not keep from understanding 
the clear logic and truth. 

The I. A. D. M. is of the greatest concern 
and importance to present-day displaymen. 
It offers display a plan of leadership which 
will lead display out of the wilderness dis- 
play is in, has been in, and will remain in, 
unless display can show the intelligence to 
use the plan and support their leaders. 

The plan offers display everything display 
has been crying for. The plan offers the 
leadership—everything it has heretofore 
lacked. Yet display runs around in circles, 
confused, doubtful, disspirited—-waiting, wail- 
ing, wishing! Willing to have things made 
better for them, wondering when it will get 
better, but to work—no, no—never!' Let the 
officers do that—that is their job. _ 

It is apparently very difficult for the mass 
of displaymen to analyze their own situation. 
Equally difficult for them to understand an 


DISPLAY WORLD 


analysis when it is made for them. They 
will not apply the principles of “display” 
or common ‘sense to themselves or the pre- 
dicament they are in. They have for years 
blamed poor individual work on the boss 
“who did not appreciate the value of display 
to give them a budget sufficient to buy dec- 
oratives and equipment with which to make 
outstanding displays.” 

They all admit that the I. A. D. M. could 
do something if it would! “The I. A. D. M. 
ought to do something but it don’t!” Of 
course, they don’t belong to the I. A. D. M., 
do not support it in any way, or say a good 
word for it, or even answer its letters to 
them—but still they naively and honestly are 
convinced that it ought to work miracles for 
them! 

They pray for ammunition to fight their 
battles. Then when it rains bullets all 
around them, they refuse to supply any pow- 
der until the bullets have won the fight 
without any powder! The I. A. D. M. is the 
gun. Its plans are the bullets! The men 
who need help must have the powder and 
are reluctant to use any of it! And that is 
right where we are today. 


The I. A. D. M. may have deserved some 
of the criticism which has been so gener- 
ously accorded it. At least it has done its 
part and is ready and willing and able to 
do more. 


But it can’t make good sports out of tin 
horns; it can’t make silk purses out of sows’ 
ears; it can’t win a fight with tin soldiers! 
It must have real men and it must have real 
money. 

It might have been better psychology on 
the part of the present officers and the 200 
or more displaymen who have already gotten 
behind the new I. A. D. M., had the officers 
declined to serve until a sufficient number of 
displaymen had qualified as members to de- 
serve officers to head them. Had we let 
displaymen stay awhile longer, stewing in 
the juice of their own negligence, perhaps 
the experience would have been a greater 
stimulant to regimentation than the well- 
intentioned and unnecessarily difficult efforts 
of the executive officers have found. Had 
the present officers started out with no faith 
in the displaymen, then they at least would 
have been encouraged by the net number of 
those who have justified the faith. 


It is the character and common sense of 
the men who make their living from display 
that is on trial and not display. The trial 
is in progress before an invisible but none 
the less stern court, wherein the laws of 
compensation will be applicable to each and 
every shortcoming with exacting justice. 


It will be interesting, but in no way pleas- 
ant, to observe the effect of the verdicts 
when those who failed to measure up, and 
those who have deliberately given short 
measure, are presented with the bill of costs. 


But by the same verdicts, arrived at 
through the workings of the same laws, 
cther men, who have measured up, will be 
rewarded and commended and envied. These 
men will secure the choice places display 
has to offer and will hold them because they 
will have earned them. New and bettér men 
will quickly fill the gaps left open by the 
weaklings. This is a new call to action! 
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Why You Should Be Active 
In the I. A. D. M. 

When DISPLAY WORLD asked Edward 
J. Sherman, vice-president, region No. 6, 
I. A. D. M., to prepare a short editorial 
on I. A. D. M. affiliation, Sherman sent us 
not one but two editorials. One editorial, 
“Why Every Displayman Should Join the 
I. A. D. M.,” appears elsewhere in this issue. 
The second editorial, “Why You Should Be 
Active In the I. A. D. M.,” is reproduced ver- 
batim here. We consider it the best, short, 
constructive argument for I. A. D. M. affil- 
ijation that has been published. It follows: 

WHY YOU SHOULD BE ACTIVE IN 
THE I. A. D. M.—yYour job, your family, 
your life itseli—you get as much out of 
them as you put in. The same is true of 
an organization like the I. A. D. M. If you 
think it is possible to reap benefits from 
membership without contributing to the up- 
keep of the organization, then you are simply 
fooling yourself. 


WHAT DOES IT COST?—Ten dollars 
($10.00) a year. Let’s figure it out: If you 
are making $5,000 a year ($100 per week) 
this means 1/500 of your salary. If you 
are making $3,900 a year ($75 per week) 
this means 1/390 of your salary. If you are 
making $2,600 a year ($50 per week) this 
means 1/200 of your salary. If you are 
making $1,250 a year ($25 per week) this 
means 1/125 of your salary. If you are 
making $780 a year ($15 per week) this 
means 1/78 of your salary. To get down 
to the final analysis, about three cents (.03) 
a day—the price of a stamp. 

WHAT DO YOU GET ?—CERTIFICATE 
of paid up membership in the I. A. D. M. 

YEAR’S SUBSCRIPTION to. either 
DISPLAY WORLD or the MERCHANT’S 
RECORD, the leading display journals of 
the country. 

EDUCATION. The I. A. D. M., with a 
paid up membership of 1000 displaymen, in- 
cluding the leading displaymen of the 
country from Maine to California and from 
Canada to Mexico, is ready to serve its in- 
dividual members with any and all informa- 
tion that can be gathered from all over the 
country. The I. A. D. M. serves all local 
clubs with new information and ideas from 
the secretary’s office by means of letters and 
bulletins to be read at all meetings. 

EMPLOYMENT. The services of an 
EMPLOYMENT BUREAU for paid up 
members. With the present unsettled con- 
ditions this particular service alone is worth 
many times the cost of membership to any 
one who may need to avail himself of it. 

MEMBERSHIP IN LOCAL CLUBS. 
This is a part of the $10.00 I. A. D. M. mem- 
bership charge. It increases respect for your 
brother displayman and also improves local 
displays through closer association both 
socially and professionally with the local 
members of your profession. 

GREATER KNOWLEDGE of the use of 
display, nationally, through the various 
trade journals, and I know that in every 
line of retail selling there is at least one 
publication that will cover the new ideas 
in display work and point out the progressive 
changes. 

A CONVENTION. An intensive study of 
display work for four days, during which 
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you will meet and associate with the keen- 
est displaymen from all over the country, 
examine photographs of leading displays 
all over the United States, swap ideas and 
theories and see all the newest changes in 
fixtures and display materials for the fall 
and Christmas seasons. 

WHERE DOES THE MONEY GO?— 
It takes a lot of money to conduct a national 
organization. The stationery and mailing 
alone is a mighty expensive proposition. And 
when the debts that were incurred by our 
former organization are paid off, as they are 
pledged to be, I think that every fair- 
minded displayman will be satisfied that the 
money received will have been used to good 
advantage. 

Let me state that our new president, 
George Westerman, is in charge of window 
displays and merchandise presentation for an 
organization of more than seven hundred 
properties, and still he gives his time and 
experience and effort willingly and gladly. 
Mr. Displayman, how about one night a 
month from you? Is that too much to ask, 
too much encouragement to look for, to ex- 
pect? Play fair, Mr. Displayman, if you 
are one. Forget some of the petty things 
that happened in ancient history, forget 
some imagined slight. If you just stop 
knocking and get into the fight, then display 
will continue to increase in importance, and 
in value in the selling world, and your value 
and importance will increase correspond- 
ingly. 

It will soon be your turn to guide the 
I. A. D. M., and how are you going to do 
it if you do not know what it’s all about, 
if you are not familiar with the principles 
it represents, the policy and program that 
displaymen should follow—then Lord help 
the profession—He’ll have to if those who 
intend to follow it do not. 

If a displayman is going to wait until 
things straighten out before he joins the 
I. A. D. M. he’s just simply fooling himself, 
because things will not straighten out until 
we take a hand and do that straightening 
ourselves. Never mind what the other fel- 
iow is going to do—you do your part, and 
do it today. 

Let us briefly analyze the initiation fee of 
ten dollars. {f know that today a great 
many men seem to think that is a lot of 
money, but I am going to ask any display- 
man who is making a fair salary fifty-two 
weeks a year, if twenty cents a week is too 
much to invest in promoting respect for 
their own profession. And I am going to 
ask the beginner, who will benefit most by 
the International, if they are only making 
five hundred dollars a year, if a matter of 
twenty cents a week is too much to expect 
from them and give in return all the help 
and assistance of our entire organization— 
and if it is, then do not insult our profession 
by calling yourself a displayman. 

I know that every man who is reading 
this article knows all these things, but if 
by telling you again it will bring the dis- 
playmen to their senses, make them quit fool- 
ing around and act like intelligent indi- 
viduals, as they are, I know that the I. A. 
D. M. will again be recognized as an agres- 
sive, important, authoritative body in con- 
nection with retail selling. 
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HEADQUARTERS. 








FOR DISPLAY MEN AT ALL TIMES 











OTEL SHERMAN 





Selected for the Convention—August 13 to 16, 1934 


International Association 
Display Men 


1700 
ROOMS 


1700 
BATHS 


You Can Drive 
Your Car Right 
Into Hotel 


Sherman 


SHERMAN 





Be Sure to Visit the 


COLLEGE 


INN 


“Chicago's Brightest Spot” 


5 OTHER SHERMAN RESTAURANTS 


Old Town Room... 
Old Town Room. ; 
College Inn 

College Inn 

Gente Gate 6 ik en Se 
Clark Street Coffee Shop. 
Race Track Restaurant .. 


Breakfast "350 
Breakfast 25c 


Dinner 80c 
o- 4 & Ce et oe ree 
«>< So: cr 
. Snack Bar—Luncheon 55c 
Pear Club Breakfast 50c 
Lunch 50c Dinner 80c 
Lunch 35c Dinner 50c 
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Salary Increases For 
Displaymen 

The display department employees at the 
Hub, Chicago, recently received a 10 per cent 
increase in salaries, voluntarily granted by 
the firm at the suggestion of E. H. Leaker, 
display manager. This action was in accord 
with the previously expressed policy of 
George Lytton in a talk before the members 
of the Chicago Display Club, in which he 
said: “Our displaymen have taken cuts in 
salary like all other Hub employees have. 
They are working harder than they had to 
work before. They will be among the first 
in our store to receive increases in salaries 
at the first signs of better business.” 


Wealth of Material by 
““Ace’’ Dispiaymen 

As usual, I anticipated the arrival of DIS- 
PLAY WORLD with enthusiasm, but this 
time the word enthusiasm doesn’t exactly 
express my anticipation. It is indeed diffi- 
cult to convey in words my appreciation for 
such a wealth of material as written by the 
many “ace” displaymen. 

I sincerely believe the efforts of display- 
men in the near future will be far more 
productive than heretofore, as their predic- 
tions are sound and their viewpoints are 
based on actual facts—Donald E. Springer, 
Levy’s, Jacksonville, Fla. 
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Hail The °**Kook Kins’? 


First automobiles, then trains, now it’s 
stream-lined pots and pans. This is no 
mere conjecture—no mental wanderings of 
some idle dreamer. It’s another of those 
startling things that keeps happening in this 
day of social revolution. Women began to 
learn, about 10 years back, that a kitchen 
did not have to be a colorful or disagree- 
able place to put up with. The first dis- 
covery was that gas stoves, kitchen cabinets 


By W. L. STENSGAARD 
W. L. Stensgaard and Associates 
Chicago, Illinois 


stream-lining, designed each individual piece. 
His artistry has been thoroughly established 
in the United States by his work in design- 
ing modern motor cars, automobile hard- 
ware, furniture, radios and clothing. 

In designing “Kook King” ware, not only 
was the stream-line motif kept in view, but 
every opportunity was taken to make each 
individual utensil more convenient and 
adaptable to kitchen use. It is not only 





and cooking utensils didn’t have to be ab- 
solutely white. There followed a deluge of 
brightly colored knick-knacks and all kinds 
of kitchen equipment. Pots and pans, while 
seeming to enjoy their coat of new colors, 
remained blissfully ignorant of the fact that 
their pretty hues completely failed to camou- 
flage their really unlovely shapes. 

“Kook King” is the name given a new 
line of cookery ware just introduced by The 
Vollrath Company, Sheboygan, and exhibited 
at the recent House Furnishings Show in 
Chicago. This new ware, strikingly beau- 
tiful, and of special quality, is the first 
kitchen ware to be designed on the stream- 
line principle. 

Count Alexis de Sakhnoffsky, a designer 
of international fame and authority on 


—The W. L. Stensgaard “Kook King” 
itinerant display as installed by Mandel 
Brothers, Chicago. The display, in this 
instance, was used as an important pro- 
motion in Mandel’s 79th anniversary 
sale. An interé¢sting display sidelight is 
the fact that the Stensgaard organization 
besides creating the itinerant “Kook 
King” displays is also responsible for the 
name of the product and the slogan, and 
for the planning of the entire campaign— 


charmingly smart and beautiful, but efficient 
and handy. In determining these features, 
many noted domestic science experts were 
consulted and numerous exhaustive tests 
made. 

There are arched cover lifters that cannot 
burn, and they are welded to the covers 
permanently. Bails are of heavy, round 
steel, chromium plated, and so hung to the 
utensil that they give perfect balance in lift- 
ing. All bails have non-burning handles 
with corrugated grips. 

The kettles, pots and pans have broad 


or, weng 
ki Pues 








black bottoms to quickly absorb heat. Cor- 
ners are well rounded. There is a well- 
rounded edge and double rim which acts 
as a “flavor seal.” Very little water is 
needed in cooking, and the valuable, vita- 
mins and minerals are retained. All items 
are lined with acid resisting enamels. 
Inside of all “Kook King” sauce pots, 
sauce pans, kettles and double boilers there 
is a unique graduated measure accurately 


—The W. L. Stensgaard itinerant “Kook 
King” display is the Macy way of in- 
stalling a Stensgaard production. Sev- 
eral interesting display facts were ob- 
tained during the life of the Macy dis- 
play: (1) The display attracted more 
people than any other Macy display dur- 
ing the time it was in; (2) as many as 
forty-three people per minute were 
clocked as actually stopping to shop the 
display; (3) sales results were good— 


gauged for cups and pints. The tea kettle 
is designed to fill at the spout without re- 
moving the cover. 

Handles on “Kook King” sauce pans are 
gas welded directly to top rim, which makes 
a smooth, stream-line effect and gives a 
better balance. They are full oval shape, 
with corrugations to afford a better, hand- 
fitting grip. All attachments, such as spouts, 
ears and handles are gas welded. There 
are no grooves or crevices to hold water, 
moisture or grease—a sanitary feature which 
makes the utensils easier to wipe dry. There 
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—Besides producing several itinerant 
window displays for “Kook King,” the 
special “spot display” pictured on the left 


was also produced. Every store mer- 

chandising this new “Kook King” Voll- 

rath ware receives several spot displays. 

The spot displays are used in “spot” 

locations in the household department 
or throughout the store— 


are wide side grips on sauce pots, scien- 
tifically placed for perfect balance, and 
shaped to assure a firm hold. 

The name “Kook King” and the slogan, 
“You'll Enjoy Cooking With the ‘Kook 
King’,” plus the designing of display and 
dramatization properties being used by all 
of America’s leading stores in connection 
with these promotions, were handled by W. 
L. Stensgaard & Associates, Chicago, spe- 
cialists in merchandise presentation. 

The “Kook King” is finding a grand re- 
ception in the minds and homes of the 
American housewife. Leading stores 
throughout the country are now making for- 
mal announcements and showings of this 
new, smart, practical “Kook King” line. 


—With merchandise designed by Court 
Alexis de Sakhnoffsky, prominent indus- 
trial designer, and itinerant window and 
interior displays designed and produced 
by Stensgaard, the “Kook King” cam- 
paign was assured of immediate retail 
reception; the success of the campaign 
has become history in many retail centers 
while still additional laurels are in the 
offing— 
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St. Louis Display 
Men’s Club 


The eighth regular monthly meeting of 
the St. Louis Display Men’s Club was held 
on Monday night, April 2, at the Kingsway 
Hotel. Dinner was served in the grill room 
and the meeting was called to order by 
Erwin Hiffman, vice president, who assumed 
the office in the absence of President Glee 
Stocker. Stocker incidently has been under 
the care of a physician. Hiffman thanked 
the chairman of the program committee for 
the splendid program at the last meeting. 

Three I. A. D. M. bulletins were read by 
the secretary. The club has found them 
very interesting and many of the members 
expressed the desire of obtaining this mate- 
rial for their own purpose. 


Motion was made by Syl. Reiser that the 
president be authorized to appoint a com- 
mittee to arrange transporation and other 
necessary details pertaining to the Chicago 
convention of the I. A. D. M., this com- 
mittee to be known as the General Conven- 
tion committee. 


The balance of the meeting was turned 
over to A. C. Raining, Boyd-Richardson Co., 
and Guy E. McNair, Richmond Clothing 
Co., who demonstrated the art of dressing 
a men’s wear window. Each of them pointed 
out the methods they use to emphasize the 
correct drape of their garment on a model. 


We who are not directly interested in 
that branch of display work found this dem- 
onstration interesting and educational. We 
know now the psychology in a trim such as 
Mr. McNair and one of Mr. Raining. Each 
appealed to a specific buyer of men’s clothes 
and each incidently have the patronage of 
a different group. This was followed by a 
balopticon slide demonstration of window 
trims of Boyd-Richardson, beginning with 
the elaborate wood backgrounds, various 
changes through the years, and now the 
present window displays and their present 
backgrounds. 

Raining’s talk which was chiefly the com- 
parison of one display with another and the 
reasons for changes from time to time, and 
in general a complete historical evolution 
on the men’s wear display windows.—Edw. 
L. Pluth, secretary. 





Patent Questions 
and Answers 


A series of questions and answers con- 
cerning patents of particular interest to the 
inventor of limited resources has been pre- 
pared in mimeographed form by Ray Bel- 
mont Whitman, 2 Rector street, New York, 
N. Y., and is available from Whitman on 
request. The information is prepared par- 
ticularly for the inventor without finances. 





Kagel New Penney 
Display Head 

The J. C. Penney Company, main offices 
New York City, announce that Lewis A. 
Kagel succeeds James Schaefer, resigned, as 
display head. Prior to joining the Penney 
Company, Kagel was advertising and sales 
promotion manager of the Lerner Stores. 
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Mouldings 
By 





SOBBS FERRY 


Chrome-metal mouldings for trimming window and 
store displays, signs, posters, etc. 

Chrome-metal trim is all the rage. Produces won- 
derful attention-compelling effects. 

FREE SAMPLES of popular styles, if you men- 
tion Display World, and prices that will please you. 


THE C. SPIRO MFG.-CO., Dobbs Ferry, N. Y. 


Manufacturers of Quality Mouldings for 20 Years 


SALESMEN: Some good territories still open. 
Cemmission basis. Excellent side line. 


The Sign of Quality 


























Ow Fall Line is ready! 


Watch for announcements of our men 
and dates it will be displayed in your 
city. Or, see it in our Chicago Show- 
rooms. 


You Are Always Welcome! 


BOTANICAL 


For 38 years the leading decorative house 
325 West Madison St. Chicago, Ill. | 








SpeedWay Turntable 
with Motor $ 1 9-00 


A.C. (60 Cycle) 

Geared to 3 r.p.m. (other 
speeds optional). Will 
handle up to 150 lbs. Plugs 
into light socket. Runs 
for fraction of one cent 
per day. Substantial re- 
duction on quantities. 
Write for data on: Motors, Miniature Speed 
Reducers, Insivible Pumps, Complete Display 


Mechanisms. 
SpeedWay Manufacturing Co. 


Write for 
Data Today 1839 s. 52n4 St. Cicero, Til. 











—TEARN=_— 
Window Display, Advertising, 
Show Card Writing 
AT A PRACTICAL SCHOOL 


CHICAGO DISPLAY SYSTEM 
3 W. ADAMS ST., CHICAGO, ILL. 
Write for Booklet 








New Styles in Die-Cut Felt Letters 


Large Assortments—Lower Prices 
Eight desirable colors in all styles and 
sizes to select from. 


FELT LETTER STUDIOS, Mfrs. 
538 South Wells Street, Chicago, Illinois 
Write for circulars 











GREEN GRASS MATS 
‘“‘Forget-Me-Not Brand” 
Made in U. S. A—Nationally Known 


JULIUS LOEWITH, Inc. 
120 East 16th Street, New York City 
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Dhotography 
As A Dromotional Necessity 


This is a “believe it or not” age, when 
people, more than ever, have that “I’m from 
Missouri” complex. The most exact way 
of showing merchandise is to present a dis- 
play of the actual thing. This is the best 
evidence rule in merchandising. The next 
best way is to present an exact photograph 
of the exact product or to show the mer- 
chandise in use in its most dramatic or 
glorified way. A window display of any 
timely item in which a blow-up photo illus- 
trates the application of the article shown 
is technically getting down to the hair line 
of scientific merchandise presentation. The 
elements of publicity falsification and as- 
sumption are eliminated completely. 

Truth in advertising can be injected in 
every store promotion. There is no truer 
way of telling the public what you have 
for sale than to picture it by the medium 
of photography. The most attractive and 
sales compelling campaign may be waged 
by a complete photographic tie-up. The 
newspaper ad may picture by photo the 
pieces of maple furniture to be offered at 
a sale in the furniture department for ex- 
ample, and a well executed display of the 
pieces in the window with a blow-up pho- 
tograph of the suite in a beautiful colonial 
setting would add much to the force of pur- 
chase acceptance. In this instance the pro- 
motional tie-up is an example of what might 
be accomplished by the use of photography 
as a publicity aid. 

Many stores today are using the blow-up 
photographs in the presentation of ready-to- 
wear styles in their windows. Styles are 
more exactly produced by photos and may 
be presented by windows with the photo 
blow-up, by posters with the photo feature 





By HOWARD WILLIAMS 
Display Manager, McAlpin’s 
Cincinnati, Ohio 





—The photograph shown above is a 

Meyer Both Company illustration. This 

organization offers a photographic blow- 

up service to American stores. It is pos- 

sible to have advertisements blown-up for 

window background illustrations as well 
as photographs— 


—The illustration immediately below re- 
produces one of the many interesting 
McAlpin Christmas displays in which 
photographic enlargements were used for 
backgrounds. This display but hints at 
the latent display possibilities of pho- 
tographic “blow-ups”— 





and by the newspaper ad with the same 
scheme. 

Of course, other media have used the 
photograph extensively for advertising pur- 
poses, but the window display acquisition 
is the.most recent. Now the trend should 
ultimately result in the tie-up promotional 
idea of combining all of these factors with 
one photo reproduced for each publicity 
need in the sizes required. 

Moving picture tie-ups are unique mer- 
chandise promotional media because popu- 
lar recognition of the habits, styles and pur- 
chases of Hollywood stars has a contagious 
effect upon the buying public. Cooperation 
with local picture houses which may pro- 
cure for publicity various photos of stars 
appearing in current productions is good 
when these have some direct merchandise 
appeal to the items which you wish to pro- 

Just recently a test of the customer ap- 
peal of the use of blow-up photographs in 
window displays was made. I installed two 
windows bearing the same type merchandise 
side by side. The trims included the same 
physical set-up except that in one window 
a photo blow-up was used and in the other 
window it was not. An actual check showed 
that the attention-getting power was three 
to one in favor of the window bearing the 
photo. In this particular case out of 5000 
people passing both windows, 93 people 
either glanced or stopped at the window in 
which the photo had been installed and only 
29 were attracted to the window without the 
blow-up. No price appeal was apparent in 
either window and the display was of ‘or- 
dinary calibre. This is also an outstanding 
example of the value of window circulation 
and a concrete reason why trims should be 
treated in a skillful way. 

The use of photos is not new necessarily, 
but the attention value is being concentrated 
into scientific selling factors. It behooves 
the alert merchant to employ this powerful 
means of promotional publicity as much as 
can be fitted into the scheme of advertising. 

We find more than ever, the use of pho- 
tography in depicting illustration effects in 
newspaper and circular advertising. It has 
been determined that 331/3 more accuracy 
may be obtained by either using photos or 
by augmenting the photographic value of an 
ad with the artists touch to relieve any flat- 
ness that might occur in its execution. I 
do not mean to say that the value of art 
work outside of photography is not ex- 
tremely inestimable. Artistic conception 
shall never lose its graphic importance but 
for accuracy the photo is unquestionably 
much truer to object. 

The development of photography is ever 
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The development of photography is ever 
presenting new and interesting ways of ap- 
plication to merchandise promotions and is 
worthy of consideration as an aid to your 
publicity advancements. In the true progress 
of store activities it is more necessary to 
provide for public scrutiny those media 


DISPLAY WORLD 


which lend themselves to the exact repro- 
duction of honest merchandise and it 1s 
through good photography that this end may 
be accomplished. Many new and interesting 
achievements will record their marks in the 
days to come and the work of the camera 
will prove to you its intrinsic worth. 





Style-Show Action 
Display Unit 

Suppose the mannequins were suddenly to 
start walking along, slowly displaying the 
latest fashions, pirouetting around to give 
front and back views, and never tiring. That 
is what the Style-Show Action Display 
unit does mechanically. Action attracts 
crowds to your show windows and then into 
your store and that is why this motion dis- 
play will increase sales. 

It is a fool-proof mechanism that has been 
soundly engineered and well constructed and 
will run continuously with very little atten- 
tion. The mechanism is encased in a sound- 
proof box, and there is nothing showing to 





—This view 


distract the attention of onlookers from the 
merchandise itself. The standard unit ac- 
commodates twelve to fourteen garments. 
These are carried by the concealed mech- 
anism around the window, giving the public 
plenty of opportunity to view the style and 
get the full effect of the garments. When 
each mannequin reaches the center of the 
unit it makes a complete turn, thus showing 
both front and back view of the garment in 
quick succession. If desired, this complete 
turn can be effected several times in the 
travel of the garment. 


This effective display attraction is manu- 
factured by The C. Spiro Mfg. Co., Dobbs 
Ferry, N. Y. 





shows the STYLE- 
SHOW ACTION-DISPLAY Unit 
complete and ready to operate— 





Device for Installing Displays 
and Backgrounds 


A device which is being used in the dis- 
play field for putting in backgrounds, at- 
taching merchandise to cards and panels, 
and other tacking jobs, is known as the 
Kling-Tite Tacker. It is manufactured by 
the A. L. Hansen Mfg. Co., 5041 Ravens- 
wood Ave., Chicago. This tacker is held 
in one hand, leaving the other hand free to 
hold the material being tacked. The face 
of the tacker is placed against the object, 
and a staple is driven simply by squeezing 
the handle. As fast as the hand is squeezed, 
the tacker drives staples. 

The tcker is self-contained, ready for use. 
It holds a strip of 140 flat-surface staples, 
made in chisel-point or tack-point. To re- 
load, insert another strip. There is no wast- 
age as in the case of tacks, and no danger 
as in the case with tack spitting. The tacker 


is 5 inches long and 334 inches high, at 
point, where staple is driven. This compact- 
ness permits use in close quarters such as 
corners. Tacker can be operated with either 
left or right hand. It weighs:1% pounds. 
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MAKE A START 


FOR 1934 


After the adjustments of the past year or 
two, there is a very definite interest among 
individuals and businesses to make a new 
start and to build for a future. 


Now is the time for you to fight a battle for 
work and for better pay. This can best be 
done in your case by starting now to make 
yourself proficient in the work you undertake 
to do. 


We Solve Your Problem With 
Our New Home Study Course 


Because you can pay in small installments 
worked out to meet your financial condition. 
Write us fully about your ambitions and pres- 
ent conditions and we will try to help you be 
prepared for better times when they arrive. 


The Koester School 


Teaching Window Display and Card Writing 
367 W. ADAMS ST., CHICAGO 

















The 


Fountain Air Brush 


THE AIR BRUSH OF THE 
PARTICULAR ARTIST 





The World’s Standard Air Brush for 
Over 40 Years 


Easy to handle and keep in order. 
Send for Catalog No. 52D 


Thayer & Chandler 


910 W. Van Buren St. Chicago, IIl. 
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The I. A. D. M. convention to be held in 
Chicago at the Hotel Sherman, August 13, 
14, 15, 1934, is a definitely assured success 
even at this time, fully three months in ad- 
vance of the convention meeting. This is 
not mere ballyhoo, as every word of it is 
true and based on the above stated facts. 
In view of the enthusiastic response regis- 
tered on April 30, the first day reservations 
for space were receivable at the executive 
secretary's office, and the assurances re- 
ceived from other manufacturers that they 
would sign up for exhibition space later, 
arrangements were immediately made with 
the Hotel Sherman Company for assuming 
additional space as needed on the floor above 
and for still more space on the mezzanine 
floor below if needed. 

In accordance with the initial plans, con- 
vention meetings will be held in the Louis 
XVI room on floor No. 1. Entrance to all 
convention quarters will be via the first 
floor elevators. 

Since this splendid response from the 
manufacturers at this early date indicates 
their confidence in the new I. A. D. M. and 
at the same time assures the convention 
committee of means for promotion, the latter 
are highly elated and enthusiastic over pros- 
pects for the most successful I. A. D. M. 
convention in years! 

With three full months ahead until the 
convention opens, during which time promo- 
tion of attendance and perfecting of educa- 
tional program plans will be vigorously con- 
ducted, there is no good reason why this con- 
vention should be anything less than a huge 
success. 

With the World’s Fair opening soon, big- 
ger and better than ever; with transporta- 
tion rates to Chicago the lowest for round- 
trip fares of any other point in America; 
with a really outstanding I. A. D. M. edu- 
cational program; with a remarkable exhibi- 
tion of all the lines of the most prominent 
and best-known manufacturers of display 
materials and devices on display under one 
roof; and with the majority of displaymen 
in America expressing their desire to attend 
the convention at Chicago this year—the 
I. A. D. M. convention committee and all 
of the displaymen of America have good 
reason to feel elated and to look forward to 
the greatest of all I. A. D. M. conventions ! 
The following firms had filed contracts for 
their respective spaces at the August con- 
vention on May 7, just seven days after 
pace reservations were receivable: 

Decorative Plant, Inc., New York City; 
Grimm-Lambach, St. Louis, Mo.; Hecht Fix- 
ture Company, Chicago, Ill.; Earl W. Gast- 
hoff & Co., Danville, Ill.; Crystal Fixture 
Company, Chicago, Ill.; Adler-Jones Com- 
pany, Chicago, Ill.; Cameron & Co., Chicago, 
Ill.; W. L. Stensgaard and Associates, Chi- 
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cago, Ill.; Bert L. Daily, Dayton, Ohio; 
Hugh Lyons & Co., Lansing, Mich.; Botani- 
cal Decorative Company, Chicago, IIl.; Cre- 
ative Displays, Inc., Chicago, Ill.; Smiley & 
Hier, Chicago, ill.; Display Paper Products 
Company, Chicago, Ill.; Modern Art Studio, 
Inc., Chicago, Ill.; E. Van Elkan, New York 
City; Felt Letter Studios, Chicago, II; 
Mutual Sales and Manufacturing Company, 
Cleveland, Ohio. 

While the main activities and interests of 
the I. A. D. M. as an organization will no 
doubt continue to center around retail store 
display and the betterment of displaymen 
and their work, the membership will not be 
limited to these men as has been the case 
heretofore. As a result of the new and en- 
larged plan, which opens the doors to both 
installation displaymen and to manufacturers 
of display materials, the power of the I. A. 
D. M. is multiplied, its scope of usefulness 
to former members broadened, its ability to 
promote and foster display nationally greatly 
extended. 

The departmentalization within the whole 
organization provides the natural means for 
separate display groups to work together in 
the solution of their special problems, while 
the solidarity of the combined groups is re- 
tained in one main organization, the whole 
power of which can be exerted to protect, 
help and foster any part, or to be used effec- 
tually in promoting display at large. It is 
all very scientific and yet very simple and 
practicable. 

Some display executives will make it a 
matter of store business to attend the I. A. 
D. M. educational convention and visit this 
national mart of display materials and ideas. 

Others may not be so fortunate in their 
relationship with the store and must either 
pian to take their vacation at that time or 
forego the convention. 

Still other younger men, either employees 
in a large display department or helper to 
the displayman, are those to whom the con- 
vention educational program as well as the 
exhibits of all kinds and qualities of display 
materials, arts, properties and ideas will be 
most valuable, may have the least chance 
to get away unless they plan early and plan 
carefully to that end. 

In any case, where the display manager or 
display employee may want to come to this 
convention, and where a letter or other in- 
formation from the secretary’s office sent to 
the employer may be helpful, such a letter 
will be written apon request, accompanied 
by enough information as to make the letter 
effective in each such case. 

During the last month, since the August 
convention has been announced as a definite 
certainty, there has been a noticeable in- 
crease in memberships received at the execu- 
tive secretary's office. In like manner, there 
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Successful ConventionAssured 


has been a definite increase in the formation 
of local clubs in many cities throughout the 
country. All of the local organizations have 
expressed the definite purpose of affiliation 
with the I. A. D. M. 

The entire convention committee is in full 
agreement as to the matter of making the 
photographic contest one of the principal 
features of the convention meeting. Approxi- 
mately 100 prize classifications will be open 
for competition and this will include both 
1934 displays as well as those of 1933, be- 
cause of the fact that no competition was 
held last vear. All members of the I. A. 
D. M. with 1934 cards will be eligible to 
enter this contest. Full particulars as to 
classifications and awards will be published 
in the June trade papers, or may be secured 
by writing the secretary’s office. 





President Westerman’s Message 
To Displaymen 

Chicago in 1934 celebrates its second year 
of the Century of Progress, and with the 
wants and the likes of the people made 
known through eight months of 1933 having 
continuously catered to those millions who 
attended this colossal expedition, those who 
will attend in 1934 will be privileged to see 
a display 60 per cent different and 50 per 
cent greater than that of last year. 

To anyone interested in display especially, 
the Century of Progress offers an education 
complete, new ideas in every conceivable 
phase of display, enough to last the next sev- 
eral years if one wanted to take notes on 
them all. These facts made it particularly 
fitting that Chicago should be host of our 
I. A. D. M. convention. Chicago will be 
more than ever in a festive mood. “Wel- 
come” will really be on the doormat and 
also in the hearts of the people. 

We must not be unmindful of the fact 
that this year is notable for another reason 
—the complete revitalization of the I. A. 
D. M. This convention, we firmly believe, 
marks the last of hard-time convention at- 
tendance figures. Pledges of attendance 
alone warrant this faith. All indications 
point to this being the greatest of conven- 
tions, and it most certainly should be with 
all that will be offered to those who attend. 

It is our greatest desire that this conven- 
tion be an outstanding success in that city 
famous for conventions, and toward the ful- 
fillment of that desire more than 100 loyal 
members of the I. A. D. M. and their ladies 
are dedicating themselves from now until 
the last regretful goodbye has been spoken 
on Wednesday, August 15. Right now is the 
time to plan to attend the greatest of con- 
ventions ; now is the time to become a mem- 
ber of the International Association; now is 
the time to talk it over with both the store 
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manager and the home manager. No mat- 
ter what means you take, the main consid- 
eration is to plan your time, work, and va- 
cation to allow that you be a member in at- 
tendance at the I. A. D. M. convention, 
Chicago, August 13, 14 and 15. The Hotel 
Sherman management promises our guests 
every accommodation and consideration at 
reasonable cost and special transportation 
rates will prevail. 





Display Marches On 

The feature illustration in the May issue 
of the Bulletin of the Greater Cincinnati Dis- 
play Club was a composite photograph by 
Kenneth Rarich, showing a group of smart 
Cincinnati window displays, featuring Ir- 
win’s & Kline’s, McAlpin’s, Kroger’s, Shil- 
lito’s, and Pogues. It well illustrates the 
modern trend in display presentation. The 
bulletin was especially interesting and in- 
spirational in nature and the following two 
editorials are deemed worthy of presentation 
to DISPLAY WORLD readers: 

“Fellowship.—Amid the whirl and bustle of 
everyday business and in the atmosphere that 
-surrounds the activities in which we are en- 
gaged in the various crafts and arts, there 
is a deep satisfaction in knowing that after 
the day’s toil is finished men can be as- 
sembled in organized friendship and enjoy 
themselves. The spirit of the Display Club 
engenders the essence of good fellowship. 
The displaymen assemble in their club room 
and discuss the problems of the day, both 
social and business. There is no evidence 
oi tension in this complete relaxation. We 
unconsciously work out many problems that 
we are faced with in our work. 

“Many clubs are limited in their growth 
by the fact that those who compose their 
members are continually striving for per- 
sonal glory or some material form of self- 
accomplishment. This is not the case, we 
hope, in our own club and a true spirit of 
fellowship has been developed. Many of 
us need this social contact with the men 
who think along the same lines that we do 
—men who are daily molding from ideas, 
displays or materials to be sold through the 
efforts of their dramatization. 

“It is sure folly to refuse to attend and 
cooperate with the display club, because 
after all there is nothing to lose and much 
to gain. We never know when we can be 
of assistance to someone else or ask for 
their assistance. We can’t stress too much 
this factor of helping each other—in con- 
sidering the other fellow’s welfare in the 
scheme of our everyday doings. The success 
of the club depends upon you and your spirit. 
And, the sooner we all realize this the sooner 
we shall make ourselves outstanding and 
the club outstanding in every respect.” 

“Relation of Displayman to Employer.— 
Many men in display work have varied 
opinions as to their relations to their em- 
ployers and what an employer really shouid 
expect from a displayman. We might dis- 
cuss this subject to a greater length and 
arrive at no better conclusion than that 
which we might say in just a few words. 

“I think perhaps most displaymen feel that 
they are misunderstood more than any other 
person on the executive staff of the store. 
There may be some controversial opinions 
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rendered in respect to what I may say on 
this subject; however, the reader may take 
these words for what they are worth. 

“The manager of any store has a degree 
of extreme responsibility. He must, if he 
is an alert official, see the store as a whole 
in its true prospective. The display depart- 
ment is merely one phase of the scheme 
of balance that is necessary to an efficient 
organization which is necessary to any or- 
ganization. 

“The display manager should hold a key 
position in his store. He must tie-up with 
the general promotional scheme and be 
responsible to the publicity operation in a 
sense that he dramatizes the merchandise to 
the best of his skill and ability to correspond 
with the promotional policy of the store. A 
display manager should be in on every dis- 
cussion of store planning and should form 
a distinct part of the merchandise set-up. 
It is my opinion that no one in the store, 
including the manager, has a better idea of 
the quality and value of merchandise than 
the displayman. He handles materials of all 
types. He passes on the colors. He is a 
good judge of the value of the merchandise, 
simply because of his comparative knowl- 
edge in handling merchandise over a period 
of time. The display manager should have 
a good knowledge of the layout of the store 
and improvements necessary to accomplish 
proper store layout. 

“In stores of some degree of magnitude, 
they have changed the name of display 
manager to display director; the scope of 
which is more inclusive. He is actually a 
director of the destiny of the store to a de- 
gree in his own classification. I believe if 
he is alert and not backward in his presenta- 
tion of ideas, he wili eventually earn for 
himself the proper degree of consideration 
in a very much more definite relation in 
the guidance of the business of the store. 
Therefore, he will pave a way to popularize 
a necessity for fuller recognition. 

“There is a definite relationship between 
the display manager and general store man- 
ager which is difficult to express; however, 
the broad-minded manager will consider this 
relationship in a degree of extreme helpful- 
ress and will take the display manager into 
his confidence regarding the welfare of the 
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store, and secure thereby the greatest de- 
gree of display efficiency.” 

The Greater Cincinnati Display Club has 
been especially active, and its meetings have 
been well attended. The club participated in 
convention week sponsored by the Chamber 
of Commerce and plans have already been 
formulated for complete display cooperation 
on many civic events. The display profes- 





Flexton Display Material 
Described in Folder 


“Flexton Display Material” is the name 
of an attractive four-page folder, published 
by The Hinde & Dauch Paper Co., San- 
dusky, Ohio, announcing a new material suit- 
able for all types of window displays, coun- 
ter and inside displays as well as for in- 
dividual display stands of many sizes and 
descriptions. 

Flexton is a strong, durable, corrugated 
display material which comes in fifteen at- 
tractive colors, including gold and silver. It 
tailors readily and ordinary paper fasteners 
take the place of staples and glue. 

Displaymen will be interested to know 
that this new material comes in sheets 5 feet 
wide and 20 feet long, and is rolled and 
packed in individual corrugated cartons. Its 
strength is demonstrated by the fact that a 
small column of the material will easily 
support over a hundred pounds of weight. 

While Flexton Display Material is sold 
only through leading paper jobbers, a swatch 
containing actual samples will be furnished 
you by request to the company. 

Illustrated herewith is a standard display 
set made with this versatile material. Units 
of this kind are interchangeable and will 
make possible a variety of display presenta- 
tions and are suitable for all types of mer- 
chandise. 

The folder is the first of a series of bul- 
letins to be published at frequent intervals, 
which will contain many interesting display 
ideas for the use of this material. The bul- 
letins will be sent to any displayman upon 
request. 

—A typical display set made from Flex- 
ton, the new corrugated display mate- 
rial. Backgrounds, display panels, and 
various types of display units can be 
easily made from this material 
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Full Compliance and 
Strict Enforcement 
Code Necessity 


The code authority of the advertising dis- 
play installation trade has now reached the 
stage in the administration of its code where 
every attention will be devoted to securing 
full compliance and strict enforcement of all 
code provisions and requirements. The trade 
is now operating on the basis of open price 
agreements, and as a result any installer 
who has not filed his open prices with the 
executive secretary, N. Silverblatt, 1209 
Sycamore street, Cincinnati, Ohio, has vio- 
lated the code and can not lawfully quote 
on or accept contracts. The code requires 
each member of the trade to file monthly 
operation statements beginning with Febru- 
ary, when the code went into effect. Failure 
to supply these constitutes a code violation. 

On May 7 a registered letter was sent to 
every member of the trade who had not com- 
plied with these requirements and unless 
immediate response is obtained their names 
will be forwarded to the NRA state com- 
pliance directors in the states in which they 
are located. The National Recovery Admin- 
istration also has now concentrated its at- 
tention and effort toward compliance and 
enforcement. 

Many national advertisers have already 
inquired regarding the installers who are 
fully complying with the code and have gone 
on record to do business only with installers 
who have the privilege of flying the code 
blue eagle and are cooperating with the code. 
Only those installers who have assented to 
the code, and are paying their share of the 
cost of administration and complying with 
all orders and requirements, may use the 
blue eagle in any form. 

Several complaints have been received re- 
garding failure to meet the wage provisions 
of the code, and installers should bear in 
mind that if they are not doing so they are 
liable for back pay from the date the code 
went into effect. Failure to meet the wage 
provisions is a shortsighted policy that will 
quickly lead to trouble and finally require 
the payment of the deficiency in all back 
wages. 

Further information regarding the code 
may be received by addressing the executive 
offices at Cincinnati. 





Cleveland Installers 
Form Association 

The display service companies in the 
Cleveland, Ohio, area have formed the 
Northern Ohio Display Association, and 
have elected the following officers: Chair- 
_man, Chas. D. Oathout, Oathout Display 
Service; secretary, F. R. McCann, National 
Services; treasurer, A. M. Pitts, Cleveland 
Window Display Service; board members, 
R. V. Wayne, Wayne Services, and L. A. 
Wagner. Twenty installers have already en- 
rolled as members and for the present the 
association is meeting every Monday night, 
because of the.many problems due to the 


code of fair competition under which the 
trade is now operating. 

At its meeting, Monday, May 7, at the 
Hollenden hotel, the association had as its 
guest Nathan Silverblatt, executive secretary 
to the code authority of the advertising dis- 
play installation trade. The session was de- 
voted entirely to a discussion and explana- 
tion of the code, and the intense interest of 
all present indicated the desire of all pres- 
ent to comply fully with the code so that it 
may play an important part in the develop- 
ment of the installation business. At this 
meeting the following services were repre- 
sented: National Services, Cleveland Win- 
dow Display Service, Langman Display Serv- 
ice, Lewis Display Service, E. J. Furey, 
Copperman Window Display, Real Window 
Display Service, Wayne Services, Druggist 
Display Service, Advance Display Service, 
L. A. Wagner & Associates, and Oathout 
Display Service. 

On the same evening the trimmers em- 
ployed by these installers held a meeting and 
formed a local club to consider matters that 
affect their interests under the code. There 
were present nearly thirty trimmers, and the 
meeting was addressed also by Nathan 
Silverblatt. 





Installation Association 
Plans Convention 

The National Display Installation Asso- 
ciation has decided to hold its second annual 
convention at the Hotel Sherman, Chicago, 
August 12 and 13. Chicago was chosen as 
the convention city by a poll of the member- 
ship of the association. Its central location 
and the Century of Progress were undoubt- 
edly the major factors in securing an over- 
whelming vote in favor of Chicago. The 
convention has been timed so that members 
interested in the International Association 
of Display Men may avoid the expense of a 
special trip to that meeting, which will also 
be held at the Hotel Sherman, Chicago, Au- 
gust 13, 14 and 15. 

The installation trade has been operating 
under its code of fair competition since Feb- 
ruary 9 and many problems of vital concern 
to each member of the trade have arisen 
that will gain thorough discussion at this 
meeting. There was never a time in the his- 
tory of the installation business when the 
need for united and cooperative effort was 
so sssential, and this presages a very large 
and representative attendance. 

The Chicago installers as convention hosts 
promise to outdo the success they achieved 
at the convention last year, and this means 
that every convention guest will have a vaca- 
tion long to be remembered. A very inter- 
esting educational and entertainment pro- 
gram will be arranged. Major attention, 
however, will be devoted to the code, its 
benefit to the industry, and the modifications 
which experience have found to be necessary 
for the continued welfare of the trade. 
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Southern California Display 


Installation Association 

The display installation companies formed 
the Southern Display Installation Associa- 
tion at a meeting held at Los Angeles, April 
20. There were present at this meeting rep- 
resentatives of thirteen display services. An 
intense interest prevailed at this meeting and 
the chief purpose of the association will be 
to cooperate in the aims and purposes of 
the trade’s code of fair competition. The 
general feeling at this meeting was that 
by closer cooperation among the various 
members of the trade, the standards of serv- 
ice could be made more uniform with bene- 
fit to the advertisers whom these firms serve. 
The following were represented at the meet- 
ing: Sun Advertising Co., Baldwin Display 
Service, Southern California Display Service, 
Century Display Service, Fox Display Serv- 
ice, Pacific Coast Display Service, N. E. 
Parten Display Service, Parmley Window 
Display Service, Leedke Display Service, 
Crow Display Service, Wilhite Display 
Service, Mason Display Service and Zeran 
Display Service. Harold K. Gregg, Pacific 
Coast Display Service was elected secretary. 





Purposes and Objectives 
of the I. A. D. M. 


The objectives of the International Asso- 
ciation of Display Men are as follows: 

1. To increase the efficiency of display; 
to improve the standards of display; to ex- 
pand the scope and usage of display; to 
promote and in all ways foster the best 
interests of display and displaymen. 

2. To contribute to the increased knowl- 
edge of displaymen through a better under- 
standing of its fundamental principles and 
the better application of principles to prac- 
tical display problems; to attain this objec- 
tive through cooperation of effort and 
through association of men and ideas; to 
collect information from whatever source 
possible and to spread this information to 
all members through local club meetings, 
bulletins, papers, lectures, talks, discussions. 
To cultivate the recognition and utilization 
of ideas. 

3. To bring all related and interrelated 
elements of display together in one common- 
wealth of interests, aspirations and ideals; 
to coordinate the efforts of all to the com- 
mion good of all, and to the industry as a 
whole. 

4. To hold one annual national conven- 
tion meeting of four days’ duration for com- 
petitive contests of skill and efficiency ; com- 
mercial exhibits for their natural educational 
advantages; educational programs and asso- 
ciational clearance of national display prob- 
lems. Election of national officers, regional 
officers on the last day of the convention. 
Review of progress, reformation and simpli- 
fication of policies; rededication to original 
ideals, purposes and principles. 

5. To teach the young; to find employ- 
ment for the deserving unemployed within 
our ranks; to encourage and aid in all prac- 
tical ways worthy members in distress. 

6. To encourage and support wise leader- 
ship; to attain our purposes and objectives 
through right measures; to remain consistent 
in all things with our basic organization 
principles. 
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There are large profits to be made by 
the modern way to modern window effects. 


valances. 
if desired. 


MEN...make every storekeeper your prospect 


selling and installing WINDOWPHANIE VALANCES, 


We have hundreds of striking designs . 
for quick and inexpensive window transfermations. 


Storekeepers are amazed at the low cost of Windowphanie Valances. 
how easy it is to sell WINDOWPHANIE. And you need no experience or training to install these 
They are translucent, adhere to any window surface and are permanent yet removable 


WINDOWPHANIE stained glass translucents are available for novelty work 
in taverns, restaurants, etc. 


Write for Samples and Prices Today 


WINDOWPHANIE STUDIO 


11 East 14th Street, New York, N. Y. 


. all ready 


You will be surprised, too, 


MANUFACTURER WANTED 


To produce, finance and merchandise 
newest all-purpose display fixture—which 
utilizes space to best advantage. 

It is a newly patented meritorious dis- 
play fixture that can show a variety of 
goods such as shoes, spats, handbags, cos- 
metics, yard goods, haberdashery and 
others too numerous to mention. 

Replies will be promptly attended to. 
Negotiations considered confidential. 


WILLIAM K. ROTH 
35-10 35th St. Astoria, L. L, N. Y. 








SALESMEN 


To represent established manufacturer 
of window valances. Attractive propo- 
sition to qualified man. Reference. 
; Address “B. M. 

Care DISPLAY WORLD 


AGENTS WANTED 
Salesmen or sales organizations to sell a new 
ACTION Window Display unit, priced at $250, 
to department and retail stores. Motion (AC- 
TION) display attracts crowds; increases sales. 
Storekeepers need it. Excellent commission; 
exclusive territory. Preference given to those 
able to finance sample unit. 
SPIRO MFG. CO., Dobbs Ferry, N. Y. 


POSITION WANTED 


displayman, cardwriter, sign 
painter and salesman wishes steady position 
with future. Five years’ experience in men’s 
clothing. Also typing and shorthand. Age 26. 


FRANK HEIGHTSHOE 
1719 Lucinda Ave., Perry, Iowa 


Experienced 











Salesmen, jobbers and distributors for a new 
fast-selling display creation for blouses and 


dresses. Inexpensive; sells on sight to depart- 
ment and retail stores. Furnish full detailed 
information regarding past experience and 


volume of sales. ‘‘Confidential.” 


SILHOUETTE FORM CO. 
144 W. 37th St. New York City 








FOR SALE—WALTERS’ FIT-RITE AND STA- 
ON WINDOW SOCK FOR DECORATORS. 
Made of heavy fleece-lined Jersey~ cloth, 55c 
pair. $3.25 half dozen, $5.25 dozen, postpaid. An 
elastic tape band is sewed in the top. Patented 
May 20, 1924. Fits over any shoe. Order by 
size shoes worn. 
J. M. WALTERS, Mfr. 

220 South Benton Way Los Angeles, Calif. 








POSITION WANTED 


Poster Artist with cardwriting and display ex- 
perience. Al references. Age 22; single; will 
go anywhere. Samples on request. 


SIHRANO GALLEGAS 
302%, W. Central Albuquerque, N. M. 

















A MILLION-DOLLAR PROJECT 
[Continued from page 5] 


characteristic of the new Block’s will be 
used. Large, light, well-appointed fitting 
rooms will add to the pleasure of clothes 
selection. 

Besides the expansion of the men’s cloth- 
ing and hat shops on the third floor, which 
are provided for in the natural course of 
the remodeling, there will be a_ sporting 
goods store complete from the latest steel- 
shaft golf clubs to the most modern of cast- 
ing and fly rods with all their accessories. 
The radio shop also will be located there. 
Rudolph C. Block expressed his enthusiasm 
over the prospect of adequate space for the 
men’s store which has been built under his 
supervision into one of the largest men’s 
clothing outlets in the United States. 

On the upper floors there will be a re- 
grouping of merchandise in all departments 
to allow for easier shopping. The latest 
innovation in the present Block store, the 
girls’ shop, will be moved to a location ad- 
jacent to the boys’ shop, so that mothers 
can outfit mixed families of boys and girls 
without journeying from one portion of the 
store to another. In another section will be 
the enlarged toy shop, one of the most 


modern of its kind in the country, which 
will be ready for the 1934 Christmas season. 
The toy shop and the “Lilliput” shop, as 
the combined boys’ and girls’ shops will be 
called, will be entirely separated from the 
remainder of the floor. 
The new home furnishings department will 


be located on the fourth floor. An entirely 
new decorative scheme, including nests of 
rooms with furnishings suitable to all sizes 
and types of home, completely decorated and 
furnished, will be laid out for inspection. 
These designs will include the properly har- 
monized draperies and color schemes. The 
rug department will be about three times the 
size of the existing one, and in another sec- 
tion, there will be a new and much larger 
shop for those interested in the various 
needle work arts. At the rear will be a 
iarge auditorium for style shows and 
meetings. 

The fifth floor will be given over entirely 
to house furnishings. A new electrical 
house will be installed, and a small, rock- 
crystal glass shop will be installed. 


In addition to the variety departments 
already included in the downstairs store, a 
new soda-luncheonette will be installed The 
“ready-to-wear” departments will double 
their present size. Departments for milli- 
nery, shoes, infants’, boys’ and men’s cloth- 
ing will be greatly expanded, and the do- 
mestics, draperies and small wares depart- 
ments also will be enlarged. 





Pacific Coast Association 
Issues Bulletin 


An. especially interesting bulletin was in- 
augurated by the Pacific Coast Association 
of Displaymen in April. Bulletins by local 
clubs and regional associations mark a new 
and admirable development in association 


activities throughout the country. The high- 
light of this bulletin was an article entitled, 
Knowing You Know Your Job, by E. A. 
Raisbeck, Jr., as follows: 

“What are the standards by which display 
managers are judged by retail business con- 
cerns? Types and sizes of stores vary con- 
siderably, but in the fundamental qualities 
that they require of display executives, there 
is little difference. 

“The first qualification is a thorough 
knowledge of one’s job and a practical ap- 
preciation of the results that are to be ob- 
tained. It is not enough for one to be born 
artistic. He must constantly study his busi- 
ness. Display technique has undergone vast 
changes in recent years. Our best window 
displays are the results of the accumulated 
knowledge and ideas of many minds and ex- 
periments tried out in numerous stores. 


“Another factor is executive ability. The 
proper planning and delegating of work. 
Today when stores are trying to get manage- 
ment problems down to a science the dis- 
playman must develop a sense of balance 
and train himself to be a good organizer. 

“The third important quality is energy and 
enthusiasm. No amount of personal ambi- 
tion or ability is worth anything if it is not 
transformed into reality through constant 
energy and enthusiasm. 

“The last major quality that one iii 
for in a good display executive is personality, 
which can be broken down in four parts: 
(1) Cooperativeness—it may be a difficult 
job trying to please all of the buyers, and 
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store heads, so that this quality is very 
important. He must be open minded, un- 
selfish and tactful. (2) Refinement—that is, 
courtesy, a pleasing address, and good man- 
ners. Efforts along this line pay dividends. 
(3) Third comes appearance. One of the 
marks of a good executive is that he be 
well groomed. Neatness in dress usually 
means neatness in work. (4) Last, but not 
least, comes honesty and sincerity, and these 


DISPLAY WORLD 


reed no elaboration. 

“Summarizing — the displayman who 
“knows his job” must have knowledge, exe- 
cutive ability, energy, and personality. It is 
suggested that each of you attempt to deter- 
mine your own rating in each of these quali- 
ties, and if you score more than 75 per cent 
in all of them, never lose any sleep over the 
security of your position because you will 
know that you know your job.” 
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Shoe Form Exhibit At 
Leipzig Fair 

Shown here is the exhibit of the Shoe 
Form Co. Auburn, N. Y., at the recent 
Leipzig Trade Fair. All of the products of 
the company were on display, including 
Fairy Forms for the display of hosiery arid 
the new Fairy Twinkle Toe Form, designed 
especially for the display of the new open 
toe sandal. W. J. DeWitt, president, sitting 
in the foreground, was in charge of the ex- 
hibit assisted by his son Frank, shown at the 
left. This same exhibit was used at several 
of the European trade fairs and expositions, 
including the British textile industries ex- 
position. Fairy Forms are sold and used 
throughout the world, which has made it 
necessary for the establishment of manu- 
facturing branches in England, France and 
Germany, 





Jacobson Joins Staff of 
Par-Metal Corp. 


Jim Jacobson has left the Einson-Free- 
man Co., after four years on their sales 
staff, to take charge of sales for the Par- 
Metal Products Corporation’s display divi- 
sion. This company located in Long Island 
City, N. Y., specializes in the creation of 
unique ideas for lithographed or processed 
counter displays and merchandisers. 
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News From Des Moines 
Display Club 


A very enthusiastic gathering at Hotel 
Savery was held by the Des Moines Display 
Club, May 1. Thirty members, the like num- 
ber that has been present repeatedly for the 
last few meetings, were fired with pep dis- 
cussing the approaching Iowa-Nebraska con- 
vention to be held June 24 and 25. Final 
preparations were made and the following 
committees appointed, who will bear the re- 
sponsibility for the success of this great “re 
covery” convention: 


Publicity committee, Charles Gagnon, R. 
S. Blyler, B. S. Berck; entertainment com- 
mittee, F. Schoonover, Gene Therkelsen, 
James Manbech, Harry Caster; program 
committee, M. S. Berck, Gus Walner, Frank 
Leslie, George Rackelmann. 


Over 200 visitors are expected to partici- 
pate in this great convention, invitations 
having been issued to every displayman of 
Iowa and Nebraska as well as of the ad- 
joining states. Demonstrations, very few 
speeches, entertainment galore, dancing, 
movies and eats are the features that will 
give all visitors an exceptional holiday. ~ 


Des Moines wants to see you on Sunday 
and Monday, June 24 and 25.—B. S. Berck, 
publicity director. 
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OUR DISPLAY REACTION 
[Continued from page 15] 


The large picture will parallel the window 
glass at one end of the window and in the 
center of the window floor with the addi- 
tional hat illustrations placed in two groups, 
one over the other, in vertical positions or on 
angles, somewhere near the opposite end of 
the display, the exact position determining 
the balance of the display. (If the reader 
does not understand the terms we use— 
angles, line and form of a display, perspec- 
tive, balance, stepped effects, etc—we recom- 
mend The Window Display Manual. It 
contains complete technical information on 
every display fundamental.) 

Several additional effects can be secured 
by building the hat illustrations into display 
forms—either round, square or triangles— 
with the actual display of merchandise being 
effected on the forms. The hat illustrations 
can be in cut-out forms or they can be 
painted flat on the window background or 
in some type wallboard. Actual fabrics can 
be used in their construction. It is possible 
to achieve actual display of hat models on 
the small illustrations by so designing the 
figures. 

While the advertisement illustrated with 
this article suggests a fall presentation, the 
displayman will adapt his display to meet 
with the season and the type hat being fea- 
tured. The most appropriate colors of the 
season will be introduced in the display 
background and in the display effects. 





Heidelberg Leaves 


McCreery’s 


Fred Heidelberg, display director and 
buyer of lamps for McCreery’s, Pittsburgh, 
has resigned. Heidelberg expects to reveal 
his plans in the near future. No successor 
has been named. 
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For Display Equipment 
and Decorations 
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BOTANICAL THE KOESTER SCHOOL 


325 WEST MADISON STREET 67 WEST ADAMS STREE 
. Decorations of Character , i 


Send a Sketch of What’s Wanted and Correspondence Instruction 
We Will Submit Samples 
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; W. L. STENSGAARD & ASSOCIATES, INC. NATIONAL CARD, MAT & BOARD CO. 
4 MERCHANDISE MART 4318-36 CARROLL AVENUE 
: Window Display Producers and Counsellors Showcard Boards—Mat Boards 
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MESSMORE & DAMON, Inc. MILEO’S NEW LINE OF MANNEQUINS 














Creators of Mechanica! Displays for Show Window Will either sit or stand—Flexible Arms and Hands 
and Advertising Purposes which can be used in any position desired. 
404-408 W. 27TH STREET MILEO—44 EAST 8TH STREET, NEW YORK 
PALMENBERG DISPLAY EQUIPMENT, Inc. EINSON-FREEMAN CO., Inc. 
Display Fixtures and Mannequins Lithographed Window and Counter Displays 
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STARR AND BORDEN AVES. 


Complete Display Equipment 
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